





WITH NEW 


ay 


seat 
Sales act\° 


pattern! 


An enchanting modern floral pattern blending contemporary simplicity 
with a touch of traditional ornament. Hollow handle place knife 


with forced blade ...a feature found only in the finest tableware. 


FREE GAIETY DISPLAYS 


| . WM. ROGERS & SON 
e Exciting chest cards covered with Colorful pattern 


merchandise-protecting acetate display cara. | 50 pc Service for 8 


S4 9°5 retail 


complete with mahogany or blond 
finish drawer chest. Also available 
without chest—$39.95 retail. 





Take full advantage of this new Gaiety 
pattern promotion. Get in business with 
it fast by calling your Approved Whole- 
sale Distributor. 


CUSTOMER-ATTRACTING Traffic-building INTRODUCTORY OFFER 


on aimee e 2 serving spoons, gift-boxed 
or for special retail of $1.95. 
Regular price will be $3.00. 


5 WA. ROGERS & SON 





Diamond 
is a major 
purchase, treated 
with great respect by 
both ajeweler and his custo- 


rs mer. Very often, a major sale hinges 
mall Kounda on the selection that the jeweler offers, or 


(Melee) All Sizes 


the stones he is able to obtain quickly to show his 


customer. William Levine Co. makes available to 
America’s jewelers large and small, a COMPLETE DIAMOND 
SERVICE to fill each and every request. Using this extraordinary 
service, a jeweler has at his command a LOOSE DIAMOND 
INVENTORY worth millions of dollars. He also has 
the special advantage of buying from a regis- 
tered importer and cutter at prices 
that give him larger profit 
margins. For further 
information, 


write Dept. 





Importers 
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DIAMOND PLATINUM 


by Raymond Abrahams 





A truly outstanding collection of 
superb diamond platinum 
bracelets .. . offering a wide 
range of prices to meet your 
special requirements. Bracelets 
illustrated priced from $750 
to $25,000 Keystone. Available on 


consignment to responsible jewelers. 


—_ ynontl 
ulin 


551 Fifth Avenue, New York 17, N. Y. 
Phone — MUrray Hill 7-0457 
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Announcing the NEW... 


FLEXIBILIT 


SAS Tie 
” EXPANSION 











, - QR : . FEYELY . 
4" ENDS ADJUST TO SS | = ) . ADJUSTABLE TO 
'fe" AND 54” STRAIGHT ESS Gu) SIZE IN SECONDS. 


ADJUSTMENT. 


M MODULAR CONSTRUCTION FOR GREATER COMFORT 
M@ GREATER STRENGTH FOR LONGER WEAR @& OVER 100% 
EXPANSION Mi COMPLETE, SIMPLE ADJUSTMENT FROM END 
TO END @ INTERCHANGEABLE ENDS. 


COMPLETE PRICE RANGE WITH FULL MARK-UP... 
Gold filled bracelets from $6.95 F. T. I. to $10.95 F. T. I. 
Stainless steel from $4.95 to $6.95 


Sa 
QUALITY LEADERS FOR OVER 40 YEARS =\S : 


CS t— MM -— ~*~ PRECISION METALS, INC. UNION, NEW JERSEY 














Setting 
No. 114. 
Dozens 


_ Of styles 
in settings. 


Mtg. No. 47142 
Wed. ring No. 48/47142 
Hundreds of shanks. 


Mtg. No. 104/2446 
Wed. ring No. 45/2447 
Over a thousand sets. 


Style No. 8323 FLOR. 
Pearl, ladies’ and 
men’s stone rings. 


distributed thro ugh CAmerivo’e 
loading wholecabers... 


Style No. 9351/1/2093 
Men’s diamond mountings 


po Aarlan & Bleicher, inc. 


Creators, Designers and 
Manufacturers of Perfect Ring Findings 


136 WEST 52ND ST., NEW YORK 19, N. Y. 


OFFICES IN PHILADELPHIA, CHICAGO AND LOS ANGELES 
STONE RING DIV.: FALCON STONE RING MANUFACTURING CO. 


tadies wed. ring No-€1%6 Pp Phone: JUdson 6-6700 
eS RB 
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Meet Your Gibson Customer: 


portrait 


ofa 
me million: 


| op 7 6 


More than 1,500,000 “‘girls-in-a-million” will have wed- 
dings this year! Just think... this is a multi-million dol- 
lar opportunity to sell meneneaitie Gibson Wedding Books, 
designed for discriminating brides. To help you reach 
this lucrative market, The C. R. Gibson Company adver- 
tises in each issue of Bride’s Magazine — which brides- 
to-be and their relatives and friends use as a shopping 
guide. Why not take advantage of this by stocking a com- 
plete line of Gibson record books for brides. Send today 
for complete product information ... it’s essential read- 


ing for greater profits. 


THE MOST COMPLETE LINE OF MEMORY 





SELLING HINTS: Sell the convenience of 
Gibson Wedding Record Books ... the gift 
identification section (makes writir 
“Thank You” notes easier, avoid | 
rassing mixups). Has space for gue 
mementos of engagement, wedding cere- 
mony, honeymoon, first home, etc. Suggest 
to the bride-to-be that G ib son Wed ling 
Record Books make wonderful presents for 
her newly engaged girl friends. Let her 
browse through your Gibson catalog, too! 
Any item you don’t stock can be quickly 
ordered by mail. 


Gibson Me mory Books...don’t forge t! 
THE 
XO: 
- - * Y SO: A 


COMPANY 
NORWALK, CONNECTICUT 


Showrooms at 225 Fifth Avenue. New York City 
and The Dallas Trade Mart, Dallas. Texas 


BOOKS IN THE WORLD! 
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RING? 


ww” ON SELLING YOUR STORE OR STOCK? 


x ’ 
Don’t forget these intangibles ... 
‘A they add up to DOLLARS AND SENSE! 


x, wey ‘Pp By ws Me: 


4 fag 
~ Bye 2 


Your store is never worth more than the 
day you begin figuring on selling it. Delay 
means depreciation. SPEED means Dollars 
and Sense. 


CAP 
Speed sisi on CAPACITY! A firm's 
capacity to buy your store and pay cash 


at the moment you want to sell it, no mat- 
ter when, where, or what its size. 


Wt G7 : 7 we) eS 

a a RIENCE 

Capacity includes EXPERIENCE. Knowing 
the most profitable way of handling your 


particular store after buying it... thus abil- 
ity to pay you maximum in the first place: 


REPUTATION 
REPUTATION is the most intangible of all, 


but you know what value you place on 
yours. Don’t compromise it! 


CONSULT . . Gob f. Fee 


, it tigures 
OLDEST AND LARGEST CASH BUYERS OF JEWELRY STORES AND STOCKS IN THE UNITED STATES 


38 Bromfield Street, Boston, Massachusetts. Telephone HAncock 6-3233 


WRITE FOR THE BOOKLET: “DOLLARS AND SENSE FACTS ABOUT SELLING A JEWELRY STORE OR STOCK" 
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SAFETY 
‘\\ CATCHES... 


Best to work with 


a 


ety ae relalel—ie 


omen) @) 


J akeoh’, 20mm ismr-tondlela| 


TH E FOUNDATION Oo F Goo oD JEWELR Y 


SOLD TO MANUFACTURERS B. A. BALLOU & COQ., INC. 


61 PECK STREET ° PROVIDENCE 2, R. I. 


CHICAGO ANGELES 


ECEMBER 1961 





A. Six tine diamonds embellish 
the beautiful Florentine finish 
hand carved on concave top. 
Tapered. Bright edges. Keystone 


B. Six fine diamonds flanked by 
bold triangular designs with hand 
carved Florentine finish. Tapered. 
Keystone $120 per set. 


UA iI°—yT — 


Gi f. 
sa) /\2 ’ 

NRA \ 

We a ~R 


C. Six fine diamonds individually 
set, hand carved baguettes 
enhance these handsome satin 
finish rings. Tapered. Bright 


D. Six fine diamonds regally rise 
from the concave center adorned 
with luxurious hand carved 
Swedish finish. Tapered. Key- 


stepped edges. Keystone $122 
per set. 


FIVE REASONS WHY 


HAND CARVED 


ew wee 
gavel F048 rH wane ] 
oe 


$130 per set. stone $112 per set. 


Wan 


F. Distinctive two-tone creation. 
Sparkling, recessed white stars 
highlight the yellow gold hand 
carved Florentine finish. Key- 
stone $60 per set. 


E. Beautiful two-tone design. 
Yellow gold hand carved Floren- 
tine finish, recessed white darts 
and swirls. White, bright stepped 
edges. Keystone $66 per set. 


MATCHED WEDDING RING SETS 
EXCEL...OUTSELL 
ALL OTHERS 


GENUINELY HAND CARVED 

- ORIGINAL, ADVANCE DESIGNS 
EXPERTLY MASTERCRAFTED 
UNSURPASSED QUALITY 
MODESTLY PRICED 


H. Recessed white design 
accented by handsome yellow 
gold satin finish. Bright, white 
stepped edges. Keystone $66 per 
set. 


G. Concave two-tone original. 
Yellow gold hand carved Floren- 
tine finish marquise designs, 
bright white triangles. Roped, 
bright stepped edges. Keystone 
$73 per set. 
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I. Continuous hand carved pat- 
tern gives gleaming accents to 
the handsome satin finish. Bright 
stepped edges. Keystone $62 per 
set. 


Controlled distribution .. . 


J. Magnificent hand carved Flor- 
entine finish enhanced by con- 
tinuous flow of gracefully waved 
panels. Bright stepped edges. 
Keystone $66 per set. 


= fi 
K . This original creation features 
an unusual hand carved plaid pat- 
tern. Bright stepped edges add 
gleaming highlights. Keystone 
$66 per set. 


All styles available in white or yellow 14K gold. 


L. Romantic, sparkling facets, 
gay swirls of wheat enrich the 
superb hand carved Florentine 
finish. Bright stepped edges. Key- 
stone $66 per set. 


sold by the manufacturer directly to the retailer @e Free mats upon request 


Traffic-stopping display unit also available e DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 


BRIDAL RING CO., 
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INC., 88-06 Van Wyck Expressway, Jamaica 18, L. I|., N. Y. 





on’t look at a watch... 





till you see the Big Deal for’62 from Croton 


If you can’t wait, wire collect: Croton Watch Co., 404 Park Avenue So., New York 16 


West Coast: 448 So. Hill Street, Suite 317, Los Angeles, California. 





SPARKLING \, 


nescence. | 


of the huge opal 
adds to the beauty 
of the oval cut dia- 
monds in this new 
CHURCH & 
COMPANY 
creation — a lovely 
14K yellow gold ring 
with an unmistakable 
air of quality. 


CHURCH & COMPANY 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 


No’. 
Pi et he 


ba 
prs 
Trade mark registered 


in US. & Caneda AMERICAN 


GEM SOCIETI 


They re New... 


Y 


This diamond ring set is a recent addition 
to the “Innovation Series,” currently being 
distributed throughout the U. S. From Karlan 
& Bleicher, Inc., 136 W. 52nd St., New York. 


Electric “‘world clock” tells the time in 89 
countries around the globe. Comes in red, 
green and brown with leather case; is priced 
at $199.10 Keystone FTI. From Kalex Elec- 
tric World Clocks, 656 Broadway, New York. 


New AM/FM transistor radio has twin 
speakers, walnut cabinet, can accommodate an 
FM multiplex adaptor. Priced at $129.95 with 
batteries. From Sony Corp. of America, 514 
Broadway, New York. 
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eo) 
A THE SEASON’S GREETINGS FROM JACOBY-BENDER ® 


J-B jewelry stylists, goldsmiths, 
craftsmen, assemblers, polishers, 
machinists, toolmakers, salesmen, 
packers, ad-men, display designers, 
accountants, bookkeepers, secre- 
taries, receptionists, maintenance 
men, guards and management 
wish you the Season's Best 
and a prosperous New Year! 


JEWELERS' CIRCULAR-KEYSTONE, DECEMBER 1961 





| They're New... 


AM 


WHAT you need in diamonds 
WHEN you need it... 


at less-than-competitive prices! Wy Modified channel diamond ring __lock-set 
© Tremeadous aack of comes in 14K white gold, is priced at $180 
full-cuts: from 2 points Keystone. From Famor, Inc., 576 Fifth Ave., 

to 14 carat. ee New York. 


The color, size quantity 
you want when you 
want it. 


Credit terms best suited 
to your needs 


Uniformly high-quality 
diamonds at lowest 


Write or call a : 
competitive prices. 


for more information — 


AMERICAN ISRAEL! DIAMONDS, INC. 
609 Fifth Avenue New York 17, N. Y. 


NEW YORK « TEL AVIV PLaza 2-4422-3-4-5-6 ANTWERP +» MONTREAL 











" A iL ie & ae & Es Silverplated candle-flower holder has a 


wreath decoration in the baroque motif. With- 


A lebrat 75th Anni out the wreath, which is removable, it may 
ne ee a oe be used for cigarettes, as a flower pot, vase or 


expect to have a few openings in our sugar bowl. Comes gift-boxed in pairs at $15 
sales force, beginning January 15th. Our lg From Wallace Silversmiths, Lancaster, 
complete line of Diamonds, Watches, e 

Jewelry, Silverware, Appliances, Clocks 
and Optical Goods is sold to Retail 
Jewelry stores only in protected terri- 
tories. We pay a liberal commission on 
solicited sales, as well as mail orders. 
Our men pay their own expenses and 
furnish their own cars, for which we ad- 
vance a weekly draw. Please send par- 
ticulars and recent snapshot. All replies 


confidential. 
d f Beckeon if Diamonds in white gold contoured settings 
° flank a massive center “Linde” star in this 


P. O. BOX I man’s ring. Available in 14K white gold, with 
CHICAGO 90, ILLINOIS contrasting satin and bright finishes. From 
Bridal Ring Co., Inc., 88-06 Van Wyck Ex- 
pressway, Jamaica, N. Y. 
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New Sales Development Program Results in 
Improved Watch-Selling Techniques! 


Here are typical comments showing the enthusiastic response from sales meetings already held. 


“ .. fine film and excellent program.” 
‘... Should prove most beneficial to the watch dealers of the Syracuse 
area. Edgar T. “Bud” Elliott 
President—Syracuse R_J.A. 
Syracuse, N. Y. 
. superb film...” 
.a varity to find an aid so excellent in basic good selling.” 
Dorothy H. Foster 
Woodward & Lothrop Dept. Store 
Washington, D. C. 


. most helpful in training people to talk intelligently with customers 
on watches, thereby enabling them to sell more jeweled watches in their 
stores. Oliver R. Brecht 

Reliable Stores Corporation 
Baltimore, Md. 


_one of the finest things that I have seen... to assist the retailer in 
conveying to the public the advantages of buying a better watch.” 
A. C. Patstone 
Henry Birks & Sons Dept. Store 
Montreal, Canada 
.a very fine job... well received and most appreciated... expect to 
carry through the same program myself from the store meeting kit.” 
Mort S. Abelson 


Abelson’s Ine. 
Newark, New Jersey 


“ .. excellent film...selling techniques will be improved as a result.”’ 
Meredith Tigel 

Abraham & Straus Dept. Store 

Brooklyn, N. Y. 


‘“... marvelous work... the finest direct approach ever presented to the 
jewelers ...it should be given wide-spread promotion.” 

Basil E. Clair 

President—New England Guild, American Gem Society 

Boston, Mass. 


‘“... over 200 of our employees have participated in the training pro- 
gram.” 

“We have had only the most enthusiastic praise of the program.” 

Ned W. Cohen 

Jewel Box Associates 

Greensboro, N. Carolina 


Are you cashing in on this new program which will increase your jeweled-watch sales? If not, contact your 
state or local jeweler organization and make arrangements to set up a meeting in your area featuring the 
“Quality is the Watchword” film. For full continuing benefit following the film meeting, be sure to use 
the eight-session In-store Meeting Kit for individual meetings in your own store. Don’t overlook this valu- 
able means to increase watch sales and profits through better sales techniques. 


vv, 


On-the-spot photos of typical sales meetings held recently in connection with the new sales development program. 


¢EOE 
an 94> 


rf > 


THE WATCHMAKERS OF SWITZERLAND . 
clo Suite 1105, 730 Fifth Avenue, New York 19.N.Y. % 
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Season's 
Greetings 


Charles F. Crowley 


Associates 


Management Consultants and 
Sales Specialists to some of the 
nation’s finest jewelers 


550 FIFTH AVE. NEW YORK 36, N. Y. 
PLAZA 7-6454 




















Croton Wateh Coe. 


Now-a plan to | 
bring you quantity sales! 


Croton equips you to cash in on a complete, planned program of Technical 
Watch sales . . . with promotion guide, mailers, free presentation case, 
catalog, everything you need. You make quantity sales. And Croton helps 
you—never sells direct, never competes with you. Volume profits without 
credit problems! Write now to Croton, 404 Park Avenue South, New York 16 


Technical Watches by CROTON 


16 


©1961 








They're New... 


“Marchalite” electronic light-up charm 
shows a Martian woman with a sign reading 
“You are out of this world.” Priced at $60 
retail in 14K gold. From Electronic Charms 
Corp., 745 Fifth Ave., New York. 


Gold and diamond brooch with Florentine 
finish offers a “leaf scroll” effect. Suggested 
retail price, $1700. From David G. Steven, 
Inc., 37 W. 47th St., New York. 


Desk set and bookends present a replica of 
the 1872 model Colt Deringer sealed in lucite. 
The bookends are $125 Keystone with walnut 
stock and gold colored finish; $145 Keystone 
with pearl stock and nickel finish; desk sets 
are $100 Keystone in walnut and gold color; 
$110 Keystone in pearl and nickel. From T. 
Harry Skinner Co., 200 Fifth Ave., New York. 
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Phe (jie sf hor aold the i’ rituarc s old search hy couraqeous ol te ri ruthl SS adve rnflurers tl idened the horizons of the earth and opened vast rieu contimne nis Sailing hallway around the world 


Hi rnando ( orte , 2 hrouaht the banne r ot Spain lo Vi, 1ICo and ti ith il conquest lo thy late. ar ople \stes } ripe ror Vlonk Tira I/ hi re pre S¢ nis his aolden treasure s to the ( onquistadores 
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GOLD AND MAN ( // ( Aytisl VCH E3 


The search for gold continues today, a quest for beauty in jewelry of precious sold 

No longer available only to a fortunate lew, iewelry of gold is prized by everyone, 

is in style anytime. Modern metallurgy s newest research develepment—the patented 

Karatclad Heavy Gold Elec troplating process—promises to broaden vastly the 
market for fashion accessories of gold. For, the Karatclad process permits manutac 
ture of jewelery with non tarnishing, long wearing coatings of high karat sold. 
Truly, jewelery to be worn with pride. Find out how you can profit with Karat 


clad | leavy Gold Ele« troplate and the Karatclad tag on your own products. 


‘Gold and Man Great Artists Series original oil painting by Ronald Wing com 
misioned by the Sel-Rex (Corporation Lithographs on pare hment stock suitable for 
framing without advertising message may be obtained by u riting to Sel-Rex Cor 
poration, Nutley 10, New Jersey This scene and objets d'art illustrated are authenti: 
and historically documented 


SEL-REX CORPORATION 


NUTLEY 10, NEW JERSEY 


World’s largest selling precious metal plating processes 











PRES: 
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The patented Karatclad Gold Electroplating Process is being used on more 
and more nationally advertised products to produce non-tarnishing, long 
wearing coatings of high-Karat gold. Name brand pens and pencils, rings, 
wrist watches, bracelets, necklaces, numerous fashion accessories, are now 
available finished with Karatclad. Insist on the Karatclad quality emblem 
—recognized the world over. It assures your customers of fine gold con- 
tent—qualifying for the quality mark Heavy Gold Electroplate (minimum 
100-millionths thickness) as defined by the Federal Trade Commission. 
Plan to participate in the great profit potential of this exciting scientific 


development—ask your wholesaler and manufacturing suppliers. S 


*Sel-Rex registered trademark for its patented 
Acid Gold Electroplating Process. 


SEL-REX CORPORATION 


NUTLEY 10, NEW JERSEY 
World’s largest selling precious metal plating processes 


s 
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INFORMATION ABOUT: 


@ PRODUCTION TECHNIQUES 

@ NEW MACHINERY—EQUIPMENT 
@ INDUSTRY EVENTS 

@ PEOPLE 

@ ORGANIZATIONS 





AMERICAN 
JEWELRY 


manufacturer 




















America’s Leading Jewelry and Silverware Producers 


Read AJM Every Month! 


As the OFFICIAL PUBLICATION of the 
MANUFACTURING JEWELERS 
AND SILVERSMITHS OF AMERICA, INC. 


AJM speaks as the voice of the indus- 


try . . . it reflects the views of leader- IN FUTURE ISSUES: 


ship and keeps its executives and New York's Jewelry School: Industry Leaders’ Fore- 


supervisory readers abreast of the very casts for '62; Preparing Tin, Lead, Zinc Jewelry 
for Finishing (all in January issue); Improving Tool 


latest developments. ip 
Room Efficiency; Cutting Precious Metal Loss. 


EDITORIAL OFFICES: Product news featuring newly introduced manu- 


207-11 Sheraton-Biltmore Hotel facturing aids to improve production efficiency. 
Providence, Rhode Island 


GAspee 1-3801 News of the industry—all of the most important 
trade developments as they occur in the nation's 
BUSINESS OFFICES: jewelry centers. 


The Chilton Company 
56th and Chestnut Streets And a lot more! 
Philadelphia 39, Pennsylvania 
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They're New... 


we extend 


SEASONS GREBTINGS 


— with a deep sense of appreciation 


to our friends everywhere... 


99 


uUches “Gibraltar” by Belforte is self-winding and 
| waterproof; features a raised figure dial and 
JEWELRY MFG. CORP. sweep second hand. Priced at $29.95 retail 
300 OBSERVER HIGHWAY | in yellow and white with leather strap; 
HOBOKEN, NEW JERSEY | $35.95 retail with expansion band. From Ben- 
| rus Watch Co., Inc., 50 W. 44th St., New 

York. 





Representatives 
Harry Kohn, 
Leonard Lewy, 
Leonard Goodman 


Bell drop in 14K yellow and white gold 
has a three-point diamond clapper which is 
moveable. Priced at $27.50 Keystone. From 
Stanley Creations, 722 Chestnut St., Phila- 
delphia. 





Butterfly pin in 14K gold has a turquoise 
stone in the center. From Carl-Art, Inc., 95 
Chestnut St., Providence. 


Start-Her-Necklace of | | 
“@Orienta”™’ Cultured Pearls | Sterling silver dollar key charm uses silver 


foil insert to simulate silver dollar in pack- 





LEYS. CHRISTIE & CO.. INC | aged item. Threaded metal ball unscrews to 
7 oT | e 


insert actual dollar. Priced at $4.50 retail 
65 Nassau St., New York | from Anson, Inc., 24 Baker St., Providence. 


Serving America's Leading Jewelers since 1896 
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“The profit from one sale the 
Yellow Pages brought in 
paid for a whole year of 

Yellow Pages advertising!” 


says A. Jaffe and sons, owners, Jaffe Jewelers, Niagara Falls, N. Y. Display ad (shown reduced) runs under JEWELERS 
—~RETAIL. Call the Yellow Pages man at your Bell 
Telephone Business Office to plan your program. 


WATCHES by 














5 oe bee wes Ce es ; af i 
“The sale was in the vicinity of $300 for Lenox China “We cover a wide area by running eleven ads and 
and the customer said she found us in the Yellow Pages.” listings in four different Yellow Pages directories.”’ 


s 2 gael 
~ y 


“Recently, we cut back on advertising in other media, “Every year, we’ve increased our Yellow Pages ad- 
but our Yellow Pages program wasn’t affected at all.” vertising a bit more. We would never be without it!” 








Display this emblem. It builds your business} 
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They're New... 


Greetings 


TO OUR Aw AA ‘“‘Adorne” features an expansion bracelet 
WHOLESALERS a, | and case of matched gold color, with 7-jewel, 
; . shock-resistant movement. Priced at $14.95 
ACROSS THE retail. From Oris Watch Agency, 15 W. 37th 


COUNTRY . x St., New York. 
4 9 34 


Sterling silver, rhodium-plated tie tack for 
bowlers has a Florentine finish with hand-set 
marcasites to set off the bowling pin. Priced 
at $4.50 Keystone from Kimler & Daniel, 
Inc., 83 Canal St., New York. 


New stainless pattern in early American 
styling with satin finish is called “Liberty 
Bell.” A 50-piece service for eight retails at 
$29.95. From Supreme Cutlery Corp., 11 W. 
30th St., New York. 


ea am, 


FR 
< 
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“Camelot” meat platter with body chasing 
and feather-swirl piercing is 16 inches in 
diameter, retails at $10. Other items featuring 
this type of design include a well and tree, 
lazy susan and a gallery tray. From the 
International Silver Co., Meriden. 
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TO BE THE COUNTRY’S 
NEWEST SALES SUCCESS IN SETTINGS 


pl 


WN, 


WITH THE LOOK OF A 


°3,000 DIAMOND 


Within this orbit of radiance 
... tremendous potentials of 
new profits for you! Be among 
the many jewelers cashing 

in on this brilliant new idea by 
America’s leading originator 
of diamond designs... 
diamond merchandising! As 
always Feature Ring also 
Supplies a series of traffic 
building newspaper mat ads 
to help you pre-sell 

your customers. 





lI 


TTT 


[]UU Hinton 


Gem-On-Gem Pat. No. 2774231 


il 


p 


Contact your authorized FEATURE RING WHOLESALER or write: 


130 WEST 46th STREET: NEW YORK 36, N.Y 


WORLD'S LARGEST MANUFACTURER OF INTERLOCKIN 
FNGAGEMENT &€ WEDDING RINGS FOR DIANMOD 


atale And Diamonds Enlarged ToMdalel ane -tiell. 








A NEW CONCEPT IN TIME! 


TYMETER 


ELECTRIC NUMERAL CLOCKS 


Retail. $11.95 
Dealer’s Cost. $7.17 


INTRODUCTORY OFFER 


BUY 5...GET 1 FREE 


#170 ESSEX—Recessed V-Shaped face features a distinctive 
grill . top finished in gold, lower half in GLO-LITE that 
glows in the dark. Walnut or ebony plastic case. 7" wide, 4° 
high, 3%" deep . . . retail $11.95. Plus applicable tax. 


25 other models from $9.95 to $100 
Write for full color Catalog and Price List 


PENNWOOD NUMECHRON CO. 
7249 FRANKSTOWN AVE. 


PITTSBURGH 8, PA. 








low cost, high quatity 


hoe o-oo > Gn - 


for RINGS 


Attractive, quality ring packaging to fit your 
budget. Wrapped with durable embossed 
paper, each box has a snow white velveteen pad. 
Boxes supplied in white cartons of 
12 each. These and all other 
MASON STOCK BOXES ARE AVAILABLE 


FOR IMMEDIATE DELIVERY 


F-103 F-102 
Small Ring Large Ring 





SEND FOR OUR CURRENT CATALOG 


BOX 
COMPANY 


e 


MT. HOPE STREET, ATTLEBORO FALLS, MASS. 


They're New... 


New footed bread tray in tarnish-resistant 
silverplate, by WMF-Ikora, is priced at $11 
retail with pearlized finish. From Taris Im- 
ports, Inc., 210 Fifth Ave., New York. 


“Replica” line of ladies’ jewelry features 
12K gold filled duplicates of 14K items. Fash- 
ioned in gooseneck, mesh and other mater- 
ials. From Forstner, Inc., Irvington, N. J. 


e WOOD os 
oS ee 


aime @ 


This watch band, one of a series of wo- 
men’s mesh band designs, features all-size 
length adjustment; is available in yellow or 
white gold filled at $10.95 FTI. Also made 
with tapered ring ends. From Kestenman 
Bros. Mfg. Co., 280 Kinsley Ave., Providence. 


“The Best of Bangles” is a yellow gold 
plated watch protected from shock, dust and 
magnetism, and powered by an unbreakable 
mainspring. Retails for $77.50 from the Borel 
Watch Co., 1008 Walnut St., Kansas City, Mo. 
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Protection against shock 

Accuracy maintained after shock 

Accuracy maintained when there is no shock 
Oil retention 


Ease of disassembly 


incabloc Interchangeability 


symbol of technical perfection 


These technical advantages of Incabloc are recognized by watchmakers 
and watch manufacturers the world over, who freely admit that a watch 
equipped with Incabloc is technically and commercially a better watch. 
Use these arguments to convince your customers! Increase your sales of 
quality watches by requesting Incabloc literature! 


Incabloc Corporation, 730 Fifth Avenue, New York 19, New York 
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T hey re New 





Slim “gyromatic’” man’s watch by Girard 
Perregaux comes in 14K gold, is priced at 
$175 FTI. From Jean R. Graef, Inc., 610 
Fifth Ave., New York. 





Only Racine can deliver 3,000 parts in- 
stantly out of our New York stock. When 

mS. you sell the profitable Racine line of fine 
; Cchronographs and timers, you can be 
sure to satisfy all your customers’ serv- 

ice needs. Available from your local 

> wholesaler. Write for catalog of these 
Racine brands; Galco, Gallet, Guinand, 
Security...world renowned since 1870. 


RacINE 


& Company, Ine. 
20 W. 4% ST, N.Y. &.° " Soeeen 20768 





”” 


Automatic “Princess” toaster with concave 


we JEWEL ‘ : styling and satin-chrome finish has four toast- 
: 1 ing elements. Priced at $21 retail from the 


Toastmaster Division, McGraw-Edison Co., 


DiRECIORY, iSSUE . * Elgin. 








ORIGINAL OF YOUR 
ss SS O%customers 
HAVE OLD WATCHES 


GUIDE THEM TO AN “ORIGINAL” 


TREASURE DOME {(¥. 


* NATIONALLY ADVERTISED * PROVEN SALES 








Everlasting, break-resistant crystal clear ; : 
dome with base in choice of ebony, ma- “Holiday Ultra-Matic” 8 mm zoom projector 


h bi . | : ‘ ' 
ee te lg “= aaa hardwood. | has an automatic threading feature, adjust- 
watch becomes a useful, modern timepiece. | | able lens to change the size of the picture 


(Bring old watches out of hiding . .. ‘ . : : . 
create extra repair jobs.) without moving the projector, and is priced 


AVAILABLE AT YOUR JOBBERS OR WRITE $4.00 at less than $90 retail. From Mansfield In- 
BEATTY MFG. CO., 7424 Sante Monice Bivd., Hollywoed 46, Calif. KEYSTONE dustries, Inc., 1227 W. Loyola St., Chicago. 
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Send for this basic merchandising kit which includes: silhouette sign: 
velvet jewelry display pad; easel counter sign, and a copy of “Best of 
Show” (an illustrated listing of manufacturers of palladium jewelry of 
all kinds); 100 copies of the booklet, “When It’s Time to Think about 
Buying a Ring”; and 25 copies of “The 8 Precious Metals.” 


Inco’s schedule of advertising in important national consumer magazines 
is designed to increase your sales of jewelry created in palladium ... 
newest of the white precious jewelry metals. 


. It’s good business to identify your store as “Palladium Headquarters”. 
... to stimulate 


your Palladium 
jewelry sales 


PALLADIUM 


a precious metal 
of the platinum group 


Platinum Metals Division 
The International Nickel Company, Inc. 
67 Wall Street, New York 5, N. Y. 


Please send me FREE your Basic Merchandising Kit of palladium sales aids. 
NAME 





ADDRESS 
CITY ZONE 


Our palladium jewelry stock includes: 


| 
| 
| 
| 
| 
| 
7 STORE 
| 
| 
| 
| 
| 
| 


Oe ce cee cone comm coum come comm mmm 


Platinum Metals Division « THE INTERNATIONAL NICKEL CO., INC. « 67 Wall Street, New York 5, New York 
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WORTH 
WRITING 
FOR 


Are you ever in doubt whether 
an article is taxable or not? 
About exemption certificates? 
How the tax applies to credit 


sales. refunds, trade-ins’ 


“Form 720— The Jewelers’ 
Guide to Excise Taxes” an- 
swers these and dozens of other 
questions. $1 a copy from JC-K. 
* 
How important is Israel in the 
melee-cutting industry? How 
have diamond prices fluctuated 
during the past decade? “The 
Diamond Industry in 1960” 
packs a wealth of information 
inside its 58 pages. $1 a copy 


from JC-K. 


Both of these booklets have just 
come off the press. 
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LETTERS... 


Supermarket Diamonds 
To the Editors: 

Re your November editorial, here 
is a copy of my letter to Liberal 
Markets, which have been promot- 
ing diamond jewelry: 

“Should you be in the market for 
a truly fine diamond, say two carats 
or larger, would you inquire from 
the promotional source which sup- 
plied Liberal Markets with dia- 
monds? Or would you find an ex- 
pert on gems to guide you in such 
a purchase? 

“TI often wonder why ‘Prime’ beef 
is not offered for sale in stores in 
this area. I cannot name one store 
that promotes Prime beef and I am 
sure that there are others who are 
interested in Prime grade. You 
surely cannot recommend that 
‘Choice’ beef be sold as Prime, just 
as jewelry cannot be graded fine 
when it is ordinary. 

“T am truly proud of my profes- 
sion. I hate to see it deteriorate 
into grocery stores just as you 
would be to see your best beef sold 
in gas stations. I am sure that the 
store managers for Liberal Markets 
cannot tell their customers that the 
diamonds in the jewelry contain 16 
facets, are of X color grade, Z per- 
fection, Y cutting (not at all our 
system of grading), any more than 
I would attempt to tell why one 
grade of peaches in can X is worth 
more than can Y.... 

“If you wonder why I take the 
time to write, it is because | am 
proud of the jewelry profession. | 
do not want it to deteriorate to a 
point where it is dispensed like 
soap. My jewelry customers depend 
on me for authoritative advice in 
gemstones. I trust that they will 
long believe in me, and not feel that 
I sell the same ‘kind’ of jewelry as 
the grocer, the drug store, the gas 
station.” 

RALPH E. BRAUN, R.J. 
BRAUN’S JEWELERS 
Xenia, Ohio 


JEWELERS' CIRCULAR-KEYSTONE, DECEMBER 196? 





You still nave 
time to cash In 


onthis — 
KMemington. 
I miimtihitl 


CHRISTMAS 
PROFIT 


PROMOTION! | 


Counter card with easel stand. 
Typewriter roller cards. 
‘*Stick-on"’ rotating window display 
Co-op mat ads. 
Radio scripts. 


lf you do not have your complete 
Remington Portable Typewriter pro- 
motion kit working in your store, by all 
means send this coupon to get yours! 
It’s designed to help make your store 
and your profits look exciting! All store 
display material is in full color and 
everything sells hard yet takes up 
minimum counter and window space! 
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MR. WILLIAM MOST, Advertising Manager 
Remington Portable Typewriter Division 

of Sperry Rand Corporation 

315 Park Avenue South, New York 10, N. Y 


Rush me entire Remington Christmas promotion! 
| want my store window and my selling space to work 
hard to make profits! 


NAME 





STORE NAME 





ADDRESS 
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“Ina magazine, 


as ina watch, 
highest 
character Is 
important” 
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Listen to what M. Fred Cartoun, Chairman of the Board of 
Longines-Wittnauer Watch Company, says about the new 
Saturday Evening Post: 0 “We feel strongly that the new 
Saturday Evening Post offers the atmosphere which best dram- 
atizes the true quality of our watches. 0 “‘Its revitalized and 
thoroughly exciting format is a most elegant setting for our 
advertisements. And the Post provides us with an audience 
that appreciates quality —an audience that believes in the 
magazine and, therefore, in the advertiser, too. This kind of 
customer confidence is important to us at Longines-Wittnauer. 
D ‘‘We offer timepieces of the highest quality, and this Christ- 
mas, as in Christmases past, we are introducing new lines for 
all our watch products. What more perfect way to introduce 
the very best of our manufacture than in the new Saturday 
Evening Post! 0 “Ina magazine, as in a watch, highest character 
is important. I believe that in the new Post you have com- 
bined the best of time-proven character and youthful fresh- 
ness.’ © Character and freshness — these sum up the new 
Post. And they explain why things start happening when a 
product is marked “Advertised in ‘The Saturday Evening Post.” 


A CURTIS MAGAZINE 
O The number-one maga- 
zine for reading is your num- 
ber-one magazine for selling. 
THE INFLUENTIALS' MAGAZINE 
31 





the (idilf 6 means 
FOSTER-MATIC, the adjustable %" %’ 


PATENT No. 2,953,833 


end watchband ... initiate 


Ee Same \ 
\ 
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MILLIONS 
SOLD occu... 


GIVES YOU... 


BETTER PROFIT excellent mark up on nationally 


accepted popular priced watchbands. 


HIGH FASHION STYLING ladies’ delicate 
and men’s masculine styling keep FOSTER watch- 
bands Selling for you. 


QUALITY permanent post construction stainless 


steel springs means less repairs — satisfied customers. 


SERVICE 24 hour repair service when needed has 
won FOSTER nation wide praise for speed and quality. 


Es (iU- GIVES YOU... 


100% AMERICAN MADE wWatchbands pro- 
duced by automation FOSTER watchbands are priced 
Lower than Ever to compete with imports and still give 
you a fully Guaranteed, Quality made product that 


means more profit in your pocket. 


oe on oe ee oe eo ee. 2 
Watchbands and 


Men’s Jewelry 


Available Through America’s Leading Jewelry Wholesalers 


FOSTER METAL PRODUCTS 


OFFICES IN NEW YORK * CHICAGO * SAN FRANCISCO 








HOW 
DO 
YOU 
WANT 
iT 
? 


You describe it—we’ll supply it. The karat gold to satisfy your 
exact need, whether it’s for casting, stamping, turning, spin- 
ning or enameling. Hardenable golds. Gold shapes. Wire 
golds and solders. 

Karat golds of any color, in the forms you need, guaranteed 
as to gauge and karat—with the fine physical properties that 
enable you to fabricate and join them with maximum ease. 
Golds that let your designers plan with freedom and flexibility, 
in the knowledge that, whatever the conception, there is a 
karat gold to give it form—economically and dependably. 
Handy & Harman is in a position to satisfy your requirements. 
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Our complete plant facilities are superbly equippe 


d with the 


ne 


latest metallurgical and other 
technical facilities to translate 
decades of precious metals 
experience into practical 

results for you. £ 


Just tell us how youwantit.And paasny 2 HARMAN 


leave the rest to us. 850 Third Ave., New York, N.Y. 


Offices and Plants: Bridgeport, Conn. * Chicago, Ill. + Cleveland, Ohio 
Dallas, Texas + Detroit, Mich. - Los Angeles, Calif. > Mt. Vernon, N.Y. 
Providence, R.I. + Toronto, Ontario 








This month 


By now, some 22 million U.S. fam- 
ilies have opened their copies of the 
December Reader's Digest and the De- 
cember 2nd issue of the Saturday 
Evening Post. They have seen Longines- 
Wittnauer’s magnificent, full-color, 8- 
page Christmas catalogs bound right 
into both publications. 

What's more, Reader’s Digest sub- 
scribers (about 92% of its readership) 
have clipped out our “Lucky Number 
Coupons” and, as we speak, are heading 
for your store. They'll want to know 
whether they have won one of our 
53,000 prizes. (If they haven't, all is 
not lost; losers’ coupons will be used in 
a Grand Prize Drawing to pick the 
winner of a free two-week trip to 
Europe for two.) 

For jewelers, whose primary concern 
is how to boost store traffic, this mighty 
influx is nothing short of a bonanza. 
Don’t let prospects get away! 


USE OUR KITS 

Based on our experience last spring 
(including hundreds of letters from 
jewelers) we have compiled one of the 
most comprehensive sales promotional 
kits ever assembled for jewelers who 
are determined not to let the big (or 
little) prospects get away. 

Here you'll find everything from 


LONGINES-WITTNAUER 


YOU’LL BE SAYING “MERRY CHRISTMAS” TO 
OVER A MILLION NEW, IN-STORE PROSPECTS 


Convert these callers into customers! 


suggested opening remarks to arouse 
visitors’ interest in the watches—to 
sample radio and TV commercials. 
You'll find a window streamer and 
newspaper mats (beautiful ads, too, for 
a special, cooperative Christmas pro- 
gram). You'll find letters that you can 
use in your own direct mail campaign 
(with those very same color catalogs) 
—and even “thank you notes” to mail 
to everyone who drops in. 

You will find sample press releases 
and instructions on how to get publicity 
if you should have a winner. (By the 
way, you get a check for $10. when you 
hit a Winning number). 


AND THERE’S MORE 


We're offering a dozen special win- 
dow and counter units. You'll receive 
an attractive, cleverly constructed ballot 
box for non-winning coupons, with an 
attached enveloped that you only have 
to seal and mail. 

The Grand Prize offer for the 
free trip to Europe for two expires 
January 15, 1962 so you'll be getting 
bonus store traffic right through the 
holidays into the New Year. 

In short, what we're trying to say is: 
use this traffic-building campaign AS A 
STARTING POINT for sales. 


LUGE 


4 


; 


Place your ballot box near your watches: let prospects see beautiful assortment. 


34 
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Tie-in store window with 
“Reader's Digest’ 
“Lucky Number” promotion. 


... AND SHOW THEM 
THE WATCHES... 


Point of all this promotion is, of 
course, to sell what is unquestionably 
the most beautiful line of quality 
watches every offered in our almost 
hundred-year history. The unusual 
timepieces featured in the Reader’s 
Digest and Saturday Evening Post are 
proven popular sellers. They represent 
the best dollar value available in the 
fine watch field. See for yourself. When 
you're convinced, you'll convince the 
man on the other side of the counter. 

Remember, too, that your prospects 
are coming to you pre-sold on the idea 
that Longines-Wittnauer products are 
the finest made at any price. We've 
poured almost a century of advertising 
innovations—and solid product per- 
formance—into developing this 
attitude. 

It shows! More Americans (by actu- 
al, objective survey) prefer Longines to 
any other fine quality watch. 

That’s our “consumer franchise.” 
We're handing it to you this December 
with our very best wishes for A Happy 
Holiday Season. 


LONGINES-WITTNAUER WATCH COMPANY 
LONGINES 
WITTNAUER 
LE COULTRE 
VACHERON & CONSTANTIN 
ATMOS 


cc 
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One of the nice 


a DAY NOW.. 
“4% things about diamonds is that 


you never know when you might 


stumble on one yourself. 

The secret of diamond finding 
seems to be: Don't look for them. 

Take the case of Charles Wood of 
Wisconsin. Charlie was digging a 
well on his farm back in 1876 when 
a yellowish pebble about as big as a 
man’s thumb caught his eye. 

He gave it to his wife, Clarrissa. 
She kept it for some years. But so 
many friends commented on_ the 
stone’s brilliance that curiosity got 
the better of her. 

She took it to a Milwaukee jeweler. 
“It’s probably a topaz,” said that 
rather conservative gentleman. “I'll 
give you a dollar for it.” 


bid. The 


“topaz turned out to be a 16-carat 


Clarissa accepted the 
diamond which now resides in the 
American Museum of Natural History 
in New York. 

Around 1900 another Wisconsin 


farmer found a six and one-half 


5’ CIRCULAR-KEYSTONE, DECEMBER 1961 


SPEAKING OF THE JEWELRY TRADE 


carat diamond while looking for 
Indian arrow heads. 


Then 


Jones of West Virginia, known to his 


there was young William 
pals as “Punch.” Said “Punch” was 
idling away a summer's afternoon in 
1928 pitching horse shoes when he 
Pp + 
found a sparkler weighing 34 carats. 
I efins 
Makes one wonder about all those 
pebbles you shot away with a sling- 
shot when you were a kid... 
i BY CUPID: There was a young 
man from Dubuque, whose driv- 
ing earned him a rebuke. . . 
The young man, Roger Kritz, was 


n 


ZZ # 


Fa 
\ 


charged with driving while his li- 
cense was suspended. 

He explained: “I wanted to give 
my fiancee a diamond ring, and | 


wasn t going to have my father driv- 
ing the car for me under those cir- 
cumstances.” 

So touched was the municipal 
judge that he reduced Kritz’s fine 
from $50 to $10. 


As IT WAS IN THE BEGINNING: Hark, 

ye watchmakers who think your 
own apprenticeship was a hard row 
to hoe. 

Your trials and tribulations were 
as nothing compared to those of your 
ancestors in the craft. 

Hear how it was with young Wil- 
liam Malone who signed an appren- 
ticeship contract with John Hackett, 
watchmaker, of Kilkenny, Ireland, on 
November 18, 1833. 

The ancient parchment, now in the 
possession of Kenneth Ward, Apple- 
ton, Wisc., jeweler, Willie’s grarson, 
committed young Willie “to learn his 
art, and with him [Hackett] dwell 
and serve from the first day of Au- 
gust last until the fall end and term 
of six years from thence next follow- 
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BIG EDITORIAL SECTION OF BUSINESS DATA FOR 
JEWELERS — SECTION ILLUSTRATING ACTIVE PATTERNS 
IN STERLING, SILVERPLATE, STAINLESS STEEL FLATWARE — 
DIRECTORY OF RETAH JEWELERS’ SUPPLIERS, 
VERIFIED — DIRECTORY OF MANUFACTURING 7 
JEWELERS” SUPPLIERS, VERIFIED INDEX OF W e Vy e 
PRODUCTS WLUSTRATED OR DESCRIBED IN THES 


ISSUE, VERIFIED — YELLOW SECTION LISTING 6,000 
SUPPLIER ADDRESSES & PHONE NUMBERS, VERIFIED 


ETI made it 
aia ma 
‘ie easy 


SUPPLIERS, HDEWTIFIED AS TO METHOD 
OF DISTRIBUTION, vERIF ED — | 
WHOLECALERS LISTED BY STATES, WITH ADORESSES, tO r 0) i 
PHONE NUMBERS AND AREAS THEY SERVE, VERIFIEO— e 
2 PAGE COMPACT INDEX TO ALL MERCHANDISE | 
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THE SECTIONAL INDEX PUSH-OUT TABS speed you to the source of supply you seek. 
On your own, personal copy be sure the section dividers on pages 59, 71, 
405 and 505 have been pushed out to serve you year ’round as handy 
pointers. They represent the many unique devices which make this 600 page 
book easy to use, more quickly productive for you. 

Another example is the Compact Index. Always start there. Here are 1005 
categories of merchandise and services, alphabetically listed and cross-refer- 
enced in every conceivable way. Retailer or manufacturer, it’s easy to spot 
your specific need, by whatever descriptive term you may have in mind. On 
the page to which the Compact Index refers you, you'll find a list of sup- 
pliers ready to serve you, whatever your need. What’s more .. . every listing 
is verified, the information fresh and up-to-date! 


When you need merchandise, service, suppliers, remember .. . 


You can depend on the where-to-buy-it information in the 
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ing to be fully completed and ended; 
during which time the said appren- 
tice his said master faithfully shall 
serve: his secrets keep: his lawful 
commands gladly do; he shall do no 
damage to his master nor see it done 
by others.” 

This in itself is enough to turn 
away the timid or the dilettante. But 
there is more—a built-in “no fun” 
clause which bound Willie to forego 
matrimony, “cards, dice tables or any 
other unlawful games” until the end 
of his apprenticeship. Nor could he 
“haunt nor use taverns, ale houses or 
play-houses, nor absent himself from 
his master’s service day or night un- 
lawfully.” 

With perhaps a stifled gulp or 
sob, Willie agreed to all this and in 
return could legally put the bite on 
Mr. Hackett for “meat, drink, lodg- 
ing and washing, plus five pounds 
sterling annually during the first 
four years and ten pounds annually 


during the remaining years of the 
agreement.” 

Miracle of miracles, Malone sur- 
vived his apprenticeship and emerged 
from beneath Mr. Hackett’s wing at 


27. a craftsman and a free man. 


Esa HIGH. PEPE. TOO HIGH: Gen- 


erations of Europeans and Ameri- 
cans have been fascinated by the 
smells, sights and sounds of the Cas- 
bah, notorious Arab quarter of 
Algiers. 

Writers, too, have been intrigued 
by the colorful haggling in the Arab 
market places. 

Hark to this prose from Playbill: 

“What few tags exist are written 
in code for the amusement of the ven- 
dor. The prospective buyer is ex- 
pected to play his part in a little 
ritual as stylized as a bull fight and 
to the aficianados just as exciting. 

“No matter what price is quoted, 
he must draw back in mock horror. 


ile 


SAHIB BRos- 























“Insidious Oriental curse on each ring? 
Ah, yes, but it expires when payments are 


completed.” 
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Then follows a battle of wits in which 
the seller improvises an ode to his 
merchandise while the buyer dog- 
gedly points out the flaws. 

“Hageling of this sort calls for 
artistry on both sides and, if all goes 
well, culminates in a compromise 
price and a final sale with flourishes 
of mutual respect, congratulations 
and friendship. I'll say this for the 
dealers: they never misrepresent. A 
ring is a ruby if they say it is. What 
they may not tell you, of course, is 
that its color is rotten .. .” 


Ah, the Casbah! Those delightfully 


artful natives. But is this word por- 
trait of the Casbah? 

Curses! We have been deceived! 
It is not the Casbah at all but the 


booth A7th 


between Sixth 


trade along 


Fifth and 


sidewalk 
Street 
Avenues! 


bon THE THING: Nature works in 


wondrous ways, sometimes even 


rivaling the skill of a good clock re- 
pair man. 

Last year a bolt of lightning struck 
the kitchen clock of a Georgia house- 
wife, knocking it out of action. 

A year later lightning struck the 
clock again. The clock has been run- 


ning since. 


om A DIFFERENCE: A jeweler 
in Derbyshire, England, tells 
this one: 

One of his regular customers came 
in to make a purchase, accompanied 
by her small son, who had obviously 
been crying. 

He was very upset, the mother ex- 
plained, because he had just lost his 
dog. 

Making conversation, the jeweler 
said, “But you didn’t cry like that 


Jimmy when you lost your Granny!” 


“Heck, Mr. Pringle,” replied the 
indignant boy, “I didn’t raise her 
from a pup!” 





Increasingly, sterling silver is a must for the credit jeweler, Goldberg 
believes. Here is a glimpse of Cooper's flatware display. 


A CREDIT JEWELER FACES THE FUTURE 


PRESTIGE WITHOUT SNOBBERY AND CREDIT WITHOUT GIMMICKS 


If I were a young man interested in getting into 
an ideal business as a life’s career, I should not look 
beyond becoming a credit jeweler.—H. A. Goldberg, 
Cooper’s, Portsmouth, Va. 


@ THE FAITH OF HY GOLDBERG in the future of the 
credit jewelry business is buttressed by 35 years 
of experience in what he predicts will be the only 
kind of jewelry store which will be successful in 
the future. 

Hy’s undiluted belief in what he likes to eall “the 
right kind of credit jewelry business” also is shored 
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up by 35 years of participation in activities to make 
the retail jewelry business bigger and better; and 
to win public respect and admiration for jewelers. 


Idealism? No, Realism 

Credit jewelers of the old school, who made siza- 
ble fortunes out of their operations, may shrug their 
shoulders and imply that Hy Goldberg suffers from 
an overload of idealism and optimism. But, in the 
words of Al Smith, “let’s look at the record,” and 
apply the test of realism to Goldberg’s convictions. 

Conservatively operated credit jewelry stores 
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by William Wagner 
JC-K credit consultant 


have been the exception to 
the rule from the mid- 
twenties to the present 
time; but many years ago, 
Cooper’s charted its 
course on the somewhat 
“upperish” lines’ which 
Hy Goldberg proclaims is 
the master key to a bright 
future for credit jewelry 
business. 

“Far-reaching changes 
under way in the conduct 
of credit jewelry business 
do not affect Cooper’s at 
all,” Goldberg says. He 
explains that they merely 
confirm that, in the final 
analysis, the success of re- 
tail jewelry business, now 
and in the future, depends 
more and more on gaining 
and holding the public’s 
favor and approval. 

Among credit jewelers, 
Cooper’s was a pioneer in 
staking its reputation and 
chance of success on pres- 
tige merchandise — the 
best known names in ster- 
ling silver, fine china, 
stemware, watches, and 
jewelry. That is exactly what credit jewelers of the 
future will have to do to be successful, according to 
the Goldberg crystal ball. 


Success Formula 

There are two fundamentals for future success 
in credit jewelry, Goldberg says: 

1. A store must be attractive enough to draw the 
attention of prospective customers—unpretentiously 
inviting in appearance, yet stately enough to com- 
mand respect and inspire confidence. 

2. The credit jeweler must realize that consumers 
recognize quality, are acutely price conscious, and 
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Fine china, too, adds to the credit jeweler’s 
reputation for prestige merchandise. 


will become more so. Un- 
derstanding and being 
prepared to satisfy these 
consumer demands will be 
a potent factor in decid- 
ing whether or not a cred- 
it-selling jewelry business 
will be successful. 

It is Goldberg’s belief 
that once the foregoing 
conditions have been met, 
nothing in the entire field 
of retailing offers greater 
assurance of financial suc- 
cess or a better chance of 
having one’s business rec- 
ognized as an _ integral 
part of a community. 

On the premise that 
every city, or trade area, 
provides a real opportun- 
ity for at least one pres- 
tige jewelry store that 
will feature credit, Gold- 
berg stresses these points: 

1. Store interiors make 
the first deep impression. 
Avoiding extremes in fix- 
tures and properly pre- 
senting quality merchan- 
dise will do much to cre- 
ate confidence. 

3. The brides’ market is a must for a credit 
jewelry store of the future. It is improbable that 
in the years ahead a jewelry store will be able to 
succeed without featuring special merchandise and 
services to capture a share of the brides’ market. 

Cooper’s loans punch bowls, glasses, candle sticks 
and “shower umbrellas” for use at receptions and 
bridal showers. 

A reputation for store reliability should come be- 
fore anything else. Competing with price-tag ad- 
vertising must be avoided. Public relations, public- 
ity and advertising that go only with prestige 

(please turn to page 61) 
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by Jerry Gewirtz 
JC-K fashion 
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JEWELRY is the tinsel for the customers’ tree in 
1961. Never has jewelry been more dramatic, more 
three dimensional, wider, longer, more colorful 
and more necessary to enliven an uncluttered, un- 
derstated silhouette in apparel. 

The fit-and-flare silhouette in ready-to-wear that 
promises to continue through next summer is a 
relaxed line that looks to jewelry for accent, drama, 
importance. 

More often than not, by virtue of the size of the 


jewel, one piece is worn alone. This is true of 
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precious and costume alike. For the jewelry is so 
arresting, one creation alone provides the acces- 
sory punch. 

Head to toe, jewelry has what the costume re- 
quires. It becomes the bold visual exclamation point 
to emphasize the new sleeker hairdo, the higher, 
more defined waist, the longer fitted jacket, a 
shorter sleeve, the subtly flared skirt, the un- 
trimmed silhouette. 

The anatomy of new jewelry fashions is best 
dissected with an understanding of the skeletal 


please furn page 


1 Chain is especially important in the daytime. 


The sautoir with a tassle that follows the 
gravitational drop of earrings is one of the 
style signatures for this season. Gold chain 
collars that mark the round, high but 


collarless neckline are equally newsworthy. 


Heads first! Hair ts sleek, less bouffant, 
simple but sophisticated and ear tips show. 
Dior has designed a new hair-covering 

hood for winter, showed it with an enormous 


pin. This is already taking on trend stature. 


A huge pin brings jewelry into focus on a 
high-necked, unornamented evening dress with 

a First Lady look. To go with the slinky long 
evening dress (it started a comeback last year and 
is assured a full fashion role this year) is the 

big single jewel that marks the high neck, 

the gently flaring skirt, the deep-cut back. 


A pendant-tipped, all-round jet bead collar 
adds drama to the untrimmed fit 'n’ flare 
silhouette. Garment colors are selected almost 
as if the designer left space for jewelr) 

accents. Black and brown predominate. Pearls 
and jet are accents. Green stones likewise. 


Earrings show—and drop low, catching the 
fringe feeling of the cape. Some touch the 
shoulder. The cascade earring is as suitable 
for day as for night, though the drops for 


noon time are more modified. 





THE BOLD LOOK (continued) 


How to coordinate jewelry with winter wardrobes 


He must persuade the customer that a new dress 
loses its effectiveness unless it is accessorized by a 


structure of apparel for now and the months ahead. 
The jeweler can sell better and more only if he 
relates the relationship of the jewel to the costume. fresh look in jewelry. se 


Shoulders wide . . . the cape is back, as is the stole in fur and fabric. Fronts are high 
waisted, the back is full-swinging. There’s more sweep to the top of the silhouette. 


The more eye-catching top of the silhouette broadens the horizon for the pin, the 
chatelaine. Both are unbelievably lovely. Long, wonderfully realistic flowers and animals 
sprout and spring all over the cape. Great big pins or pairs of them clasp the stole, 
whether it is a fringed shawl or a soft collar of sable or fox. A chatelaine that goes from 
lapel to longer jacket and swings on the rib-hugging line of the jacket is especially com- 
plementary to new costumes and looks very much as if it’s datelined, ‘61. 


Collariess necklines, stand-away suit collars, very formal evening fashions high at the 
neck, low in the back invite the all-around collar necklace or a mass of shorter-than-last- 
year, but still as long as 20- to 22-inch ropes. 


Sleeves are very short in coats, dresses, suits. And hands emerge as if from a cocoon. 
They look like butterflies compared with last year’s version because they are lavishly 
jeweled with daring rings and bracelets. They are round, domed, thoroughly jeweled. 


Enormous pearls, turquoise and the like are literally encased with diamond set petal- 
like prongs that go up around the jewel. A real trend-setter is the drift to the shank. 
Diamonds go half way around the ring. In their enthusiasm to make the most of this 
‘year of the jewel,”’ designers move mountings way up. Bracelets really soar off the hand. 
When they're three dimensional, they are carved up and away from the wrist. 


Three-dimensional jewelry comes into its own. It really has architectural dimension. 
This new importance to depth in design was the answer to clothing that needs jewelry for 
fashion identity. With the disappearance of the flat, shoulder-to-hem line and the return of 
a rounder, more defined silhouette, there has come a truly sculptured look in jewels. A 
pin, for example, that recreates a flower has a bud literally springing up. Leaves carved 
out from the stem are so realistic the pin could actually sit up by itself on a bureau. 


This is a time for the precious and semi-precious green stones. Emerald and jade and 
turquoise combine most frequently with sapphire. Rubies and topaz enliven the brown 
tones. Grey, black and white pearls dramatize charcoal grey. All gold pins emblazon 
bo:d plaids and checks many of which are in the new winter blue. 


There’s a real look that should please the jeweler. Clothing that is understated invites 
lady-like jewelry. Pears and beads are smaller but they make up important-looking pieces. 
Gold, for example, looks natural. One designer experimented with unpolished gold to 
create a green tone best for brown fabrics, but also to develop a highly refined look of 
natural metal. (it’s a trend to watch!) Reminiscent, too, of the ladies of the Victorian 
period are the side-clasped necklaces. They not only catch the feeling of the trends, but 
they also add more fashion excitement to the unornamented necklines of dresses. 


Fabrics, too, show their influence on new jewelry. Black crepe returns, elegant bro- 
cades for evening, big bold plaids and checks for day. 


Pearls are soft as crepe; colored stones match green and hued brocades in elegance; 
tailored gold jewelry softens the daring plaids. There’s no question but that jewelry is 
in good shape for the holidays. 
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Chatelains make an important appearance this Precious grandeur in gold, diamonds and cultured 
season. Their chains go to greater lengths, pearls. Uniformity in size accentuates the wide 
enabling them to play a variety of roles. This separation of these two different lengths of 
chatelaine offers pins of simulated topaz clusters cultured pearls, brilliantly clasped with 

joined by gold-hued links and braids. The pins diamonds. The pin—an outside cluster of pearls 
may be worn separately, as may the chain. bound by white gold, diamond-set bandings. 


Turquoise and sapphire combine with diamonds 
in this bold ring and chain-strung flexible 
bracelet that is truly sculptured in design. 
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THE TWOSOME TABLE PLAN 


Not bulk but simplicity serves the jeweler best in the display of china, 
silver and glass. The author’s display schemes have the advantage of being 
simple, compact and inexpensive, too. Each has an attention-getting twist 


I MosT JEWELRY STORES, flatware, china and 
erystal are displayed on shelves row upon row, or 
in cases underneath the counter. Fine. But to 
the average customer this is a little confusing. 
She sees so much that she can’t make a choice, so 
she walks out saying, “I'll have to think about it; 
I can’t make up my mind just now.” 

If the jeweler does use tables for display, they 
are usually too large and difficult to walk around. 
The color scheme is neutral and the tables are “set 
by the book.” They lack personality, individuality 


and imagination. 


Looks like breakfast time 
down on the farm, with a 
couple of hen- fresh eggs 
and bowls of crispy, 
crunchy cereal. Note apoth- 
ecary’s jar of the same. 


There is a way to remedy the situation with 
very little expense. I call it the “Twosome Table 
Plan.” It creates a warm, friendly mood, while 
showing the items for sale to best advantage. As 
their name implies, “Twosome Tables” have only 
two place settings—and the customer can use the 
free area to experiment with different combinations 
of flatware, china and glass. 

“Twosome Tables” are ideal for the jeweler with 
a space problem. They take up very little room. 
One, two or three small tables or card tables would 
do—or the jeweler can obtain 30-inch circular ply- 


Fairly reeking of Christmas 
fun and games is this table 
setting featuring tinsel-tied 
champagne glasses, bottle 
of same, plus Christmas 
tree baubles and a small 
jewel box and some pearls. 
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by Leonora Wayland-Smith 


wood table tops which can be set on cartons 30 
inches or so high and taped together to prevent 
collapsing. A 90-inch circular cloth will fit per- 
fectly over these tops, hiding the cartons, and is 
obtainable from any linen store (or easily made 
of inexpensive indian head, denim or linen). 

Color is the next important factor; it has a 
great emotional appeal. Decide which china is to 
go on each table and try to have a different style 
on each. You can pick up the color for the table 
covers from the china, selecting a lighter shade 
or some strong color in the design, or if you pre- 


A late autumn setting that 
ties in with the duck-hunt- 
ing season. Note the duck 
decoy, enticing bottle of 
rum and driftwood sporting 
scrumptuous set of crullers. 
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Table setting specialist 
for Oneida, Ltd., the au- 
thor has been associated 
with tableware for nearly 
a quarter of a century. 


fer, a complementary color. Also, if you choose 
the dinnerware first, if it is decorated, it may have 
just the motif you need to establish your theme. 

The silverware, be it stainless, plated or ster- 
ling, is usually more flexible. It is not necessary 
to match the pattern of the china and glassware, 
but it is important that they go well with the 
silver and other decorations. 

In both china and glassware, rough or dull sur- 
face textures lend themselves to informal settings 
while smooth finishes are more suitable to forma! 
occasions. For centerpiece containers, Paul Re- 


(please turn to page 62) 
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You just never know what 
you can use to brighten up 
your Twosome Tables until 
you really try! Even cheese 
graters have eye- appeal 
and attention value. 
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individual place settings are arranged in checkerboard fashion on contrasting colored pads 
on the floor of this window. A large basket with arrangement of artificial flowers is sus- 
pended against the background with the copy panel which emphasizes the importance of 


by Virginia Dixon 


choosing tableware patterns in harmonizing designs. Rectangular pads of composition 
board or masonite cut to fit the window floor area can be covered with linen in constrast- 


ing colors to suggest the tablecloth background for the china, crystal and silver used for 
each place setting. Select patterns carefully for harmony of design. 


TABLE-TOP FASHIONS FOR SIDEWALK SHOPPERS 


@ Whether the “festive board” is a tea table or a 
dinner setting for 12, hospitality is best expressed 
in the service of food. 

The accessories for this service therefore become 
of the greatest interest and importance to the 
hostess. 

Table-setting arrangements that show your 
china, glass and silverware as they are intended to 
be used are by far the best means of displaying this 
merchandise for effective selling. 

It is well worth your while to have a stock of 
linens, candles and materials for centerpiece ar- 
rangements to make your table settings complete. 
Real flowers are lovely for centerpieces, but there 
are many types of very attractive artificial flowers 
and foliage available now which can be used over 
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and over. Fruit and vegetables, real or artificial, can 
also be used, and there are many decorative orna- 
ments that will add interest to table arrangements. 
Be on the lookout for such articles and build up 
your collection so that you can set up a variety of 
tables with ease. Make use of the ideas in the 
women’s magazines and use these as authority for 
the correctness of your settings. 

If you have room inside the store for a full-sized 
table setting, keep this set up as much of the time 
as you can, changing it frequently. It is rare to 
have a window large enough to accommodate a 
full-size table, even on short legs, but if you are 
lucky enough to be able to do this, take advantage 
of it. Otherwise single place settings will serve 
your purpose, as indicated here. BEe 
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A circular board in the center of this window 
displays four different place settings. If it 
can be placed on a turn table it will make 
a most effective unit for display of the mer- 
chandise. If your window is too shallow for a 
circular panel, use a large half-circle for two 
or three arrangements. Of course the turn- 
table cannot be used in this case. A flower 
arrangement in a hanging basket suggests 
the table centerpiece. Other merchandise is 
arranged on the sides of the window. The 
‘“‘tablecloth’’ for this table should be made by 
sewing four quarter sections, each a different 
color, together to make one cloth. 


Semi-circles of composition board or mason- 
ite, painted or covered in fabric or paper, are 
suspended from the window ceiling to accom- 
modate three place settings. A fourth semi- 
circle is elevated slightly from the window 
floor and other place settings are arranged 
on place mats in the foreground on the floor 
of the window. An old-fashioned print of a 
flower or fruit arrangement hangs against the 
background. The subject of the print is du- 
plicated as nearly as possible in a three- 
dimensional arrangement on the right hand 
side of the window. 


Charts showing the correct arrangement of 
place settings for breakfast, luncheon and 
dinner are used with the actual settings in 
this window. Two charts are shown against 
the background, with the arrangements ele- 
vated in front of them. The dinner setting 
and chart are placed on the window floor. 
Coffee service, salad set, beverage service 
and a flower arrangement are also shown. 
Silverware and china manufacturers have 
such charts which could be enlarged by pho- 
tostat or reproduced by your lettering man. 
They would be of great interest, since every- 
one is concerned with the correctness as well 
as the attractiveness of her table settings. 
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DIAMONDS and PEARLS 
and the SEA 


The ideas presented on this page each month by members of JC-K’s Creative Designers’ Panel. 
can be of valuable assistance to retail jewelers Our designer this month is A. D’ Alessandro. See 
in the design and sale of custom work. These page 61 for a summary of his background. Remove 


conce pts in contem porary jewelry are originated and preserve these pages as they appear. 


by A. D’ Alessandro 


® Pearls combine with baguette 
and small round diamonds 

in swirling motifs inspired 

by the sea... the gentle 
ocean's swell . . . the crest 

of a foam-flecked wave 
treacherous yet fascinating 
motion of a whirlpool . . . with 
evanescent flashes of brilliance 
from larger stones suggesting 
the transient diamonds which 
are created by the sun’s 


reflection on the sea... 
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for more 
diamond sales 


Diamond Gift Booklet 
































Use this booklet—promote your dia- 
mond gifts for anniversaries, birthdays, 
other family occasions. Give it, mail it, 
to customers and prospects. 


This handsome, interesting 24-page book- 
let, “You Can Give Her Diamonds,” pro- 
motes the idea of giving diamond gifts for 
important family occasions. It emphasizes 
the enduring emotional significance and 
enduring value of diamond gifts, gives 
ideas and information on choosing them. 


Use this persuasive sales piece to promote 
your diamonds for gift sales. Have stacks 
on your counters to give away. Enclose it 
with your bills. Plan special mailings to 
new prospects—business executives, pro- 
fessional people, both men and women— 
in your city. 


Cost for the booklet is $7 per hundred. For 
your imprint, add $3.50 for first hundred ;, 

and $1.25 for each additional hundred. If Y OU CAN 

your store is in New York City, add 3% CIVE HER DIAMONDS 
sales tax. Order from Diamond Promo- 
tion Dept., The Reuben H. Donnelley 
Corp., 230 East Sandford Blvd., Mount 
Vernon, N. Y. Please enclose check or 
money order. 











Tie in with the national diamond promotion ... keep diamond sales coming your way. 


De Beers Consolidated Mines, Ltd. 
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THE MANY FACES OF QUARTZ 


T ypicat of Chinese carved work 
is this pair of rose quartz ele- 
phants. Though carved in the 
Orient, the quartz probably 


came from the U.S. 


PART Ili—BY DR. FREDERICK H. POUGH 


SMOKY QUARTZ, ROSE QUARTZ and CAIRNGORM 


What makes some quartz smoky, and why it as 
found at h igh altitudes; how cairngorm (popular in 
Scottish ye welry) diffe rs from smoky quartz and 
citrine; the mystery of the rose hue in other quartz 
—and sundry curious facts which ye welers ought to 


know about a long-used and abundant stone 


@ IN THE ALPS, the men who collect minerals for 
sale, the “strahlers,” know that if they want the 
really dark smoky quartz, they will have to climb 
to the tops of the highest mountains. 

There seems no doubt that smokiness in quartz 
is, in some way, related to radioactive bombard- 
ment. But investigations at the Mellon Institute 
in Pittsburgh by Alvin Cohen have shown, to his 
satisfaction, that there must be alumina in the 
rock crystal for bombardment to be effective. 

Ordinary rock crystal made smoky by artificial 
bombardment shows an irregular, zonal pattern of 
smokiness that is undistinguishable from natural 
smokiness and from the irregular amethyst color 
pattern seen in slices through amethyst crystals. It 
may be the only cause of smokiness. 


Some Smoke; Some Don’t 


Not all quartz becomes smoky on bombardment. 
The “Herkimer County diamonds,” for example, 
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color reluctantly and then only in spots. The syn- 
thetic quartzes develop very individual patterns, 
related to their outline. Pairs of slices from various 
crystals matched their mates, but were unlike any 
other pair. Man-made quartz is, after all, just re- 
crystallized and not truly synthetic in the sense 
that it is assembled from separated and purified 
silicon and oxygen that existed as separate elements 
at any time in the process. Alumina can get into 
the solution, and then into the synthetic quartz 
from the feed material. Incidentally, ‘“recrystal- 
lized” is an accurate term for this type of synthesis 
and one to which no exception could be taken. 
Smoky quartz usually comes from pegmatite 
dikes rather than from veins of rock crystal type, 
for only in the dikes are found the apparently es- 
sential radioactive associations. Perhaps for the 
same reason, golden beryl replaces aquamarine in 
the dark smoky (called morion) quartz pegmatites. 
A smoky quartz has, for years, been used in 
Scottish jeweiry under the name cairngorm. This 
type has a yellow cast underlying the smokiness, 
much like the abundant Brazilian material that 
is routinely transformed by a light heat that drives 
out smokiness to make a yellow or brown stone. 
After heating it is known as citrine or quartz topaz. 


(continued ) 
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RELIABILITY 
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Not idle words, irresponsibly usied...but words that 
have guided performance for more than half-a-cen- 
tury. Baumgold has earned the right to clarion the 
words...quality, reliability and service by fulfilling 
the promise to the trade and proving, beyond ques- 
tion, ‘that Baumgold is sincerely dedicated to serve 
the trade ethically and without compromise. Creators 
of the Circle of Light and Jager Blue diamonds. 
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The carved God of Prosperity, 
left, rough crystals, upper right, 
and cairngorm, lower right, are 
smoky 


typical samplings of 


quartz. 


SMOKY QUARTZ, ROSE QUARTZ AND CAIRNGORM continued 


The distinction between cairngorm and ordinary 
smoky quartz, which becomes colorless on heating, 
has never been sufficiently emphasized. (The former 
has definite yellow to brown tones that are unmis- 
takable.) This is why cairngorm, which is really 
smoky, is often confused with citrine, for Scottish 
jewelry seems often to be adorned interchangeably 
with smoky, yellow or brown stones, all guaranteed 
“authentic cairngorm.”’ 


The Higher, the Better 


The finest smoky quartz specimens are those from 
the high Alps. They share with rock crystal] the 
perfection of crystal development and the luster 
characteristic of Swiss quartz, and in form and 
habit the two types are identical. One need only 
look at a collection of Swiss specimens to be con- 
vinced that there is an adequate basis for the cos- 
mic ray theory. 
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Although Scotland was once a cairngorm source, 


we look now only to Brazil for commercial supplies. 
Smoky quartz can vary between pieces that are but 
lightly smoky to those which are an opaque black. 
Many, on being heated become practically colorless 
or very pale yellow, too pale to have value as 
citrine. Sometimes, and in these we can always see 
the underlying color cast, it makes good citrine. 
All the larger citrine gemstones are got from this 
material rather than from amethyst. Otherwise, 
smoky quartz in its natural hue, has little gem 
value. It is commonly sold under the name smoky 
topaz, a confusing term that we suppose its users 
justify on the authority of an earlier misuse of 
the word topaz for citrine. Smoky citrine would be 
more honest and certainly as acceptable. 
Tourists who visit Ceylon are often sold cheap 
and pale smoky quartzes as smoky topaz. Jewelers 
to whom they may be entrusted for mounting can 
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HARRY WINSTON, Inc. 
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THE WORLD’S 

LARGEST 
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MR. VOLUME USER... 


We have geared our operations to you! 


If you buy loose diamonds in quantity, we can offer 
you the world’s largest invevtory . . . an unmatched 
selection of sizes, cuts and colors. 


It will pay you to buy from Harry Winston, Inc., because we 
cut and polish our own rough in our own factories. 


Contact us to see how savings can be effected by buying 
at the source, with a merchandizing program that will 
help you sell faster... at better prices. 


Lye ~N Entrance for Loose Diamond Division 
INC ) :' j i W. 56th St. 
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easily recognize them by their color as well as by 


the “native cut” faceting and their blocky shape. 


Some are very large; 50 to 75 carats is not unusual. 
While the selling price is low, they are different 
enough from any others to make it difficult or 
impossible to duplicate a particular stone in the 
event of loss or breakage. 

Brazilian, or Madagascar, cairngorm comes in 
large crystals, usually waterworn residual boulders 
from a weathered pegmatite, that are simply shat- 
tered with hammer blows to reduce them to sal- 
able size, by the pound or kilogram. There is no 
limit to their size other than practicality, and enor- 
mous stones can be cut. The raw material is sold 
in both natural and heated states. 

Rose is another color phase of quartz, and an- 
other problem. The cause of the color is a prob- 
lem in itself. Manganese has been suggested, pre- 
sumably on the basis of the pink that manganese 
puts in calcite, but it is a very unlikely choice for 
a pigment. The mystery about rose quartz is not 
limited to its color, however. It also lies in the in- 
frequency of crystals. Great, massive quartz cores 
of pegmatite dikes are sometimes composed of 
rose quartz; sometimes they have the sought-for 
crystal pocket. Usually, however, the rose quartz, 
as it gets within a few inches of the pocket, fades 
out into ordinary milky quartz. 

There are several abnormal crystal localities. A 
good U. S. occurrence is at Newry, Maine, where 


small crystals are found in little pockets in a late 
pegmatite feldspar, a type known as cleavelandite. 
They are not all accepted as rose quartz by miner- 
alogists, who point out that the typical rose quartz 
is the solid mass of the pegmatite core. Calling it a 
pinkish amethyst is a suggested loophole. Another 
explanation calls on inclusions of a pinkish chalced- 
ony which have been found in another Maine peg- 
matite, on which are perched little pink crystals. 
They resemble the Newry ones, ill-formed little 
points, and are surely colored by the backing, by 
chalcedony inclusions, or by the pigment which is 
responsible for the rose hue of the chalcedony. Simi- 
lar material has come from Brazil, and the biggest 
and best crystals of rose quartz have come from that 
country. Often they form sheaves of crystals spread 
out on such a rosette. They may also be noted as 
very late growths on smoky quartz. All known crys- 
tals represent very late, secondary phases of mineral 
formation in pegmatite and are entirely different 
from the massive rose quartz that is typical. 


“Chinese-American” Quartz 


Quartz cores, milky or rose, are typical of many 
pegmatites. They are barren of rare minerals, and 
in mining they are usually left standing as a wall in 
the center of the pegmatite, while their borders are 
worked for beryl, columbite and tantalite, or mica. 
When the core is pink, a little may be taken for 
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decorative objects. One of the most famous rose 
quartz masses is found in Mrs. Scott’s Rose Quartz 
Mine at Custer, S. D. This ledge was worked for 
vears for raw material to ship to China for carving 
into art objects like lamp bases, vases, birds and 
ook ends. Probably few American purchasers of 
these Chinese carvings realized that they were buy- 
ing back American rose quartz. 

[In recent years Southwest Africa and Brazil 
have displaced South Dakota as the source of rose 
quartz, for much of their material is deeper in 
hue, more translucent and uniform than the older 
North American material. The new sources provide 
the amateurs with material for larger unflawed 
spheres and even supply remarkably translucent 
material for faceted stones of rose quartz. 

Phe faceting of rose quartz can never be very 
rewarding, for rose quartz is always cloudy. It is 
saturated with microscopic rutile needles, and un- 
like the coarser ones of rutilated quartz these are 
orlented by the quartz in a pattern like that in 
rubies and sapphires. Consequently, as in those 
stones, the rutile reflections produce a_ star in 
cabochon-cut stones. It is possible to get very good 
star stones of rose quartz; so good, in fact, that 
the quartz can serve as the starting point for the 
best of the imitations. Until the synthetic stars 
‘ame along, the painted-back rose quartz stars were 
the best substitutes. 

The rose quartz that is used in the imitation stars 


is often very pale pink, or even gray, but like the 
rosier ones it is well saturated with the tiny rutile 
needles. They are arranged by the crystal forces 
in the quartz. When a round cabochon is cut so that 
the long axis of the quartz structure comes out at 
the top, we get a six-rayed star reflection. We 
sometimes get 12 or 18 rays, and sometimes it 1s 
so confused that no star is visible, but in many 
there are only the six rays, and they are sharp. 
However, the stones have almost no color and are 
very translucent. This is corrected by enamelling 
the back of the stone in any desired hue; blue for 
a sapphire imitation, or red for ruby imitations. 
They are easy to recognize. From the side the 
high dome looks pale pink or gray. The star pattern 
is echoed; a strong colored one spreads its rays 
from a reflection centered on the polished, colored 
bottom of the stone, while a second weaker but 
parallei one originates by direct reflection. Were 
the stone not backed, only the weak would show. 
From the bottom, too, they are easy to recognize, 
for in a normal setting without any attempt to de- 
ceive, the painted back will show in the bottom of 
the mounting. They are still made, but are no longer 
of much importance to the trade. Rose quartz it- 
self is so abundant that it often sells for less than 
a dollar a pound, though the gemmiest translucent 
type is more highly valued. The value of the ordi- 
nary carving represents principally the work that 


has gone into it. a 
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IMPERIAL CULTURED PEARLS 


Complete Package Insures PROFIT DOLLARS 


Thousands of jewelers from coast to coast profits—a good way to start is to ask your 


have found the Imperial Cultured Pearl Imperial representative to see the new 
complete package brings in added profit Imperial Cultured Pearl promotion kit, or 
dollars. Hop on this band wagon to bigger better still, write Imperial for a kit today! 


IMPERIAL PEARL SYNDI CATE, INC. World's largest House of Cultured Pearls 


NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 
681 Fifth Ave. 5 N. Wabash Ave. 914 Michigan Theater Bldg. 607 S. Hill St. 45, Aka Saka Shinsakamashi, Minato Ku 
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Visita EVERY SECOND COUNTS... 
count on 


CLEBAR 
TECHNICAL WATCHES... 


a watch for every precision timing need 
each with a full one-year guarantee! 


CLEBAR 
CALENDAR 
CHRONOGRAPH 


Find out how you can cash in on this profitable stopwatch 
and chronograph market. Fill out and mail this coupon to: 


CLEBAR WATCH COMPANY 15 W. 44th St., New York 36, N. Y. 





FREE Name 


Rush full information, 





catalog and 
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wholesale price list. 
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Nationally acclaimed 
for durability. . . 


PLASTIC inall 


Decorator colors 


PARCHMENT 


plain or printed 


WITH LASTING POINT 


for SMOOTHER, CLEARER 
MARKINGS 


BY BILL WAGNER 


Deora eee: 
Greclit QUERes 


What, if anything, can be done to get rid of the 
10 per cent excise tax which obviously subjects 
retail jewelers to unfair competition from sellers 
who avoid and evade the tax? 

It doesn’t seem at all likely that anything can 
be accomplished at an early date to get rid of the 
10 per cent discriminatory tax on sales of jewelry 
and related goods. Individuals in responsible posi- 
tions in the national Administration are showing 
concern over how to increase Federal revenues, 
not in decreasing income from taxes. 

It may be predicted that the jewelry trade will 
get relief from the unfair 10 per cent tax only if 
and when an aroused jewelry industry will unite 
in providing incontrovertible data to prove that 
the punitive levy is throttling small business. 


How much should a teen-ager be allowed to 
buy on credit in a jewelry store? 

There can be no hard and fast rule. Jewelry 
stores have developed methods of their own for 
their respective communities, and usually those 
plans include consideration of how much credit 
should be extended. 

One jeweler who is successful in selling to 
teen-agers limits first charges to unpaid balances 
of $10 or $15. He takes no guarantee whatsoever. 
If an account pays according to agreement, the 
second charge will be increased by $5 and the 
third charge by $10. This means that a teen-ager 
may owe at any one time from $25 to $30. 

Other jewelers also require no guarantees, but 
they insist on advising a teen-ager’s parents or 
guardian about the charge account. They extend 
credit up to $25 on the first charge and increase 
the limit to $50 if the account pays according to 
schedule. 

While there is some difference of opinion on 
whether or not teen-agers should be allowed to 
make add-on purchases, experience seems to favor 
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no add-ons until the original charge is down to 
the last payment. 

A point on which there seems to be genera! 
agreement is that satisfactory results in selling 
the teen-age market can be had by relying on the 
honor of the buyer and by insisting on having 
the parents know that an account has been or 
will be opened. When there is parental objection, 
no credit is extended. If an account has been 
opened and merchandise has been delivered, the 
account is closed upon the return of the mer- 


chandise. 


To make consumers more receptive to buying 
quality watches, sterling silver, diamonds and 
fine jewelry on credit, will it be feasible to plan 
and put into effect an industry-wide advertising 
campaign to sell the public the idea of buying 
better jewelry on time payments? 

Advertising and public relations efforts along 
the lines suggested by this question undoubtedly 
are long overdue. Undertakings of this kind have 
been mentioned now and then over a period of 
vears, but nothing has been done. 

The jewelry industry has not been instalment- 
conscious enough to develop an advertising cam- 
paign to sell the public the idea that buying valu- 
able jewelry on time payments actually is an easy 
way to acquire ownership of the best in jewelry. 
Nowadays the trade’s most costly merchandise 


may be bought on time-payment plans in some 
jewelry stores, but not much has been done to 
let the public know about that. Department stores 
have been much more progressive and aggressive 
than jewelers in selling this market. 

Financing credit sales by rank and file retail 
jewelers has not received the attention which it 
deserves. Activity in this direction might bring 
jewelry business, especially watch sales, back to 
jewelry stores. 

All jewelers should find ways and means to 
finance credit selling, and they should let it become 
known that diamonds and fine watches may be 
bought on terms at cash prices plus a reasonable 
carrying charge. Prestige advertising along this 
line undoubtedly would build and rebuild confi- 
dence in retail jewelry stores. 


What are the chances for the enactment of the 
“Truth in Lending Act” sponsored by Senator 
Paul H. Douglas of Illinois and 23 other United 
States Senators? 

It hardly makes one an alarmist to say that leg- 
islation on the order of the so-called “Truth in 
Lending Act” will be pushed at the next session 
of Congress. In addition to the legislation origi- 
nally introduced by Senator Douglas, six compan- 
ion bills were introduced in the House during 
the recent session of Congress. Interest in the 
enactment of legislation to force complete disclo- 
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When we started the Kittay & Blitz cultured 
pearl division recently, we expected an enthu- 
Siastic response to be sure. After all, our 
reputation for premium products at down to 
earth competitive prices is unsurpassed. But 


were we swamped! 

Obviously we had the “goods”. . . the most 
wanted, popular cultured pearl items, Com- 
plete quality range * Loose whole and three- 
quarter pearls in all sizes * Strands... 
Graduated, choker and baroque « Mobe 
pearls, South Sea pearis * HIGHLY COMPETI- 
TIVE PRICINGS ... AND SO WE SOLD 


RIGHT OUT! Distribution through Manu- 
facturers and Wholesalers. 

Don’t despair, however. Mr. Saul Blitz, 
President of Kittay & Blitz, Inc. has hurried 
back to Japan where, for the next six months, 
he will personally supervise ‘‘on - the - spot’ 
operations of the Kittay & Blitz cultured pearl 
division. By the time you read this, we'll have 
ample new shipments on hand to meet your 
every requirement. 


OUR 35th YEAR 
1926 -1961 


Kittay EDBlib; ‘ Che! 


48 WEST 37th STREET, re 
\ 


NEW YORK 18, N. Y. 
One of the Nation's Largest Suppliers of Imitation. 


Synthetic, Semi-Precious Stones and Beads 


Wisconsin 7-6210 


sure of interest rates exacted in connection with 
the use of consumer credit—selling on time pay- 
ments and making loans to be repaid in instal- 
ments—obviously has grown considerably since 
the original “Douglas Bill” made its appearance 
in the United States Senate two years ago. 

The anticipated increase of about $20 billion in 
consumer indebtedness in the next decade, as 
well as the large number of personal bankruptcies 
attributed to the use of consumer credit, no doubt 
will help to focus more attention on the cost of 
consumer credit to the consumer. That will make 
a political issue of a matter which should be 
dealt with primarily by business itself. Because 
business has not come up with an answer that 
satisfies those seeking changes and reforms in 
methods of extending credit to rank and file con- 
sumers, it seems fair to predict that in 1962 Con- 
gress will have a showdown on the “Truth in 


Lending Act.” 


Why should first-class credit risks be required 
to pay the same carrying-charge rates as the 
borderline risks which pile up collection costs 
and bad-debt losses? 

This question and several others along similar 
lines serve to emphasize that the use of con- 
sumer credit still is more or less in the experimen- 
tal stage. Extension of credit to consumers un- 
doubtedly is afflicted with inequities, but credit 
grantors should bear in mind that state laws 
which place ceilings on carrying charges and in- 
terest rates do not require a seller or a lender 
to exact the maximum allowed by law. It was not 
intended that the maximum should become the 
minimum. 

Ceilings on carrying charges fixed by law in- 
variably are based on statistical data and business 
experience. Established maximums are the result 
of recognition of the need for roadblocks to pre- 
vent the gouging of credit risks—good, bad and in- 
different. 

In the use of consumer credit, it is basic for 
the credit grantor to give weight to an individual’s 
ability and willingness to pay. Caution argues 
against the extension of credit when these factors 
are not present. When they do exist, other con- 
siderations usually become secondary. 

No one in the field of consumer credit has found 
a substitute for adequate credit checking. When 
a poor risk is taken, it remains poor, no matter 
how high the carrying charge or the rate of in- 
terest may be. 

State legislators have shown willingness to 
establish carrying-charge maximums that do not 
work a hardship on retailing. And they also have 
shown a pronounced tendency to protect con- 
sumer-credit debtors and to safeguard the public 
interest. i om 
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A CREDIT JEWELER FACES THE FUTURE 
(continued from page 39) 


should be the rule, not the exception. 

“Today, every credit jeweler should take it for 
granted that buying on credit is fully accepted as 
an American way of life,’’ Goldberg says. ‘‘Make 
no apologies for offering credit services and facili- 
ties that will meet the needs of the people in your 
community. But maintain the same dignity in con- 
nection with your credit services that you display 
in presenting your finest and most expensive mer- 
chandise. A jeweler who feels sheepish about of- 
fering a credit service probably feels the same way- 
about merchandise, no matter what its quality.” 

Hy Goldberg is sure that blatant price advertis- 
ing and unrestrained promoting will play no part 
in the conduct of successful credit jewelry business 
of the future. He says, “If you want to be a suc- 
cessful credit jeweler in the years ahead, pattern 
your business policy after the best practices used 
by prestige retailers —department stores, top- 
bracket specialty shops, and fine jewelry stores. Do 
whatever will impress your public with the fact 
that your business is predicated on merchandise of 
quality at competitive prices, dependable service, 
courtesy and fair-dealing, and credit as a conveni- 
ence to customers, not as a gimmick to make 
sales.” gee 








The Man Behind the Designs 


To some people, crea- 
tivity is a profession, to 
others it is a hobby. To 
A. D’Alessandro, stylist 
of the designs on page 
48, creativity is both a 
profession and a hobby. 
For more than 30 years, 
Mr. D’Alessandro has 

done free lance design work in jewelry and 
other fields. In his spare time he does oil 
painting and jewelry craft work. He is also 
an accomplished cabinet maker, having 
constructed many fine pieces of furniture 
for his home. Mr. D’Alessandro studied 
design at the Mechanics Institute in New 
York, later took lettering at the New York 
Trade School. His work has been pur- 
chased by many firms and individuals both 
in the U. S. and abroad. Among those 
wearing D’Alessandro-designed jewelry is 
the Duchess of Windsor. Now an instruc- 
tor at his alma mater, the Mechanics Insti- 
tute, Mr. D’Alessandro acts as a design 
consultant while maintaining a studio at 
74 W. 46th St., New York. 





WHAT DOES 
FORM 720 
MEAN TO YOU? 


Headaches? 


Perplexity ? 


ls it the final straw that makes you wonder 
whether life wouldn't be easier if you worked for 
someone else instead of running your own business? 


If the Federal Retail Excise Tax on jewelry has 
you in a daze, JC-K recommends an inexpensive 
prescription it has devised in collaboration with 
Bernard N. Burnstine, former executive vice-chair- 
man of the Jewelry Industry Tax Committee. 


It is a booklet, Form 720, which contains every- 
thing you need to know about excise tax payments 
from which merchandise is or is not taxable to 
how to prepare exemption forms for your customers. 


Form 720 is the only simplified, non-technical and 
unified guide to the Federal Retail Excise Tax on 
Jewelry currently obtainable. You will refer to its 
contents, particularly its easy-to-read charts on 
taxable and non-taxable goods, again and again. 


Order as many copies as you need today, at 
$1.00 per copy—and stop worrying about whether 
you are overpaying the tax or risking a penalty 
for underpayment. Write to: 


READERS SERVICE DEPARTMENT 
JEWELERS CIRCULAR-KEYSTONE 


CHESTNUT & 5éth STS. PHILA. 39, PA. 
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TERRIFIC 
DEAL 


Priced to meet 

all competition. 

These two styles 

shown are only $10.95 
each your cost. 

Watches with the same 
features, Waterproof, 
Shock Protected, R.G.P. 
10 Micron, Stainless Steel 
Back, Unbreakable 

Main Spring, and 
Beautifully Boxed, are on the 
market for 


$14.00 and $15.00. 
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TWOSOME TABLES 
(continued from page 45) 


| vere bowls with live or artificial flowers, unusual 


candle holders, figurines, birds, baskets, small 
wooden trays, wrought iron, copper or brass may 
be used, and they don’t always have to be in the 
exact center of the table; they can be placed over 


to one side. 
“Breakfast for Two” 


A very successful “Twosome Table” was one we 
called “Breakfast for Two.” The china had a 
flower motif, a branch of pink blossoms. The cir- 
cular cloth was a slightly deeper shade of pink, 
with light chartreuse yellow napkins. Also on the 
table were eggs in egg cups (hard boiled of 
course), a glass jar of cereal, and cereal-filled 
silver bon bon dishes on each plate. There was 
also a clock on the table. A jeweler could use 
other items in stock: For instance, a treasure 
dome clock, alarm clock or some other sort of 
timepiece alongside a small bow! of artificial or 
fresh fruit (you can always eat the fruit), and if 
he has hollowware or appliances pertaining to 
breakfast (coffee pot, toasters, etc.) he might put 


| these on display also. 


Don’t forget that women are always interested 


| in making their homes more attractive, though 
_ they may hesitate to put a great deal of money into 


table accessories. Therefore, if they find new ways 
of using the things they already have in their 
homes, they will have more money to spend on 


| the silver, china and crystal that you are selling. 


An Anniversary Setting 


Still another “Twosome Table” was an anni- 
versary one. The china was quite formal, with a 
blue-green and gold border; the cloth white and 


| gold. Bright colored Christmas baubles were piled 


high in a bowl; champagne glasses by each place 


| were tied around the stem with tinsel and small 
| colored baubles, and to one side was a champagne 





bucket complete with a small split of the same 
cellophane crinkled around it to imitate ice 
(brandy snifter or wide mouthed pitcher could 
also be used in place of an ice bucket). Another 
accessory on the table was a small jewel box with 
a string of pearls spilling out. Here again the 
jeweler could use some of his stock, such as in- 
expensive but colorful costume jewelry. 

An autumn motif is very effective, particularly 


' as china patterns decorated with leaves are so 


popular. Instead of the usual leaves in a bowl for 
a centerpiece, use a duck decoy set on wooden 
blocks, or driftwood hung with doughnuts. The 
cloth might be a warm color and the napkins a 
darker shade tied with leather boot laces from the 
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local sporting goods store. Here, colorful, informal 


tumblers are timely. If coffee cups are used on the a 
iabie, put 2 piece of stick cinnamon in each and 
lump sugar on each saucer; complete the display =. 


with a small bottle of rum and a small silver 
pitcher and silver butter dish for hot buttered rum. Distinctive names for two favorites! 

It’s very easy to let your imagination run riot. 
If you have tea services that you want to push, 
you might try a tea table with stacked dessert 
plates, a plate of cookies, sliced lemons stuck 
with cloves on a dish and an attractive tin of tea. 


Far-Eastern Flair 


One of the most interesting ways of showing 
severe but smart modern flatware and china is to 
place it on a long narrow coffee table and go 
oriental. The florist will lend or rent you a small 
ming tree. Coupled with chopsticks, small bowls 


and fortune cookies on a serving platter, it can be ANNOUNCING THE PRIZE WINNERS 
very unusual. Here you don’t have to use a table IN THE AUGUST DENNISON CONTEST: 


cover or place mats, just bright-colored napkins | $25 prize to Forrest E. King, Jr., King Jewelers 
and small paper fans at each place and almost | Scituate, Massachusetts 

everyone will help themselves to a fortune cookie. | $25 prize to Betty Jane Mulligan, Frank Clark Jewelers 
Another hint: the crystal used on tables always Wilkes Barre, Pennsylvania 

takes on additional sparkle if there is water in 


* 
the goblets and either wine or a substitute in the | Dennison 


wine glasses. Cigarettes and matches help, too. ' 
P Helping you compete more effectively 


It may seem like gilding the lily to use these items, 
but believe me, they add a great deal and when DENNISON MANUFACTURING CO., MARLBORO, MASS. 
non-perishable items are put to use they will last 


a week or more. 








Inexpensive, Unusual Effects 


My mother used to have a cook who used to 
moan about “oogying” up a table when she set it. 
But in this case a little “oogying” up helps a lot. 
Chain and dime stores are full of items that can 
be used. Try putting stainless flatware in long 
narrow bread baskets, or get cheese graters to 
hold candles either unpainted or spray painted a 
suitable color. Fat aluminum salt and peppers 
from the same source also can be spray painted— 
and they can be used over and over again. 

If you want to push children’s silverware, put 
it out on a small table with small plates, bandanas 
for napkins, a centerpiece of big lollipops stuck 


Introducing 


anew and 


in a chunk of styrofoam, mugs at each place, and | 
in a chu of styrofo gs at each place, anc PROVEN series of TY -) 484-15 
small dolls or boxes of crackerjack for favors. 


In preparing “Twosome Tab!es,” the jeweler 
might enlist the help of his wife, a home economics . | | 

, join the thousands of retailers 

teacher or one of his sales clerks. Most women are I aie eg ee 
) already protiting from this 
intensely interested in making mealtimes pleasant NE Vlaatileccll cla 
and coordinating their flatware, china and crystal. 
But they do not trust their own judgment. There’s 
where the jeweler comes in—if he dares and cares 
enough, in displaying tablewares to avoid the 
usual. It’s the unusual idea that attracts the eye 
and makes sales! i The House oh Dishdails 130 WEST 46th STREET, NEW YORK, N. Y. 


, 


See your wholesaler today 4nd 
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TABLE TOP FASHIONS 


“Florentine Garden” on white English earthen- 
ware has colorful fruits and flowers rimming the 
highly embossed border. Yellow predominates. 
5-piece place setting, $4.45. Maddock & Miller, 
129 Fifth Ave., New York. 


Contemporary chessmen become pieces of sculp- 
tured walnut and white maple in this chess set 
that retails for $20, with cardboard box, $30 in 
walnut chest. From Anri Woodcarvings, Inc., 
280 Summit St., Boston. 


: 


Authentic antique design of the lamps carries 
through the choice of amber and copper blue 
colors. Available as oil burners or with electric 
fixtures, retail from $8.75. Fostoria Glass, 
Moundsville, W. Va. 





Pink flowers on muted yellow-green leaves on a 
stark white coupe decorate ‘““Nouveau,” Arzberg 
china pattern designed by Lee Vitale. Retail 5- 
piece place setting, $19.95. H. E. Lauffer Co., 230 
Fifth Ave., New York. 


The Carefree china line is expanded to include 
a salt shaker and pepper mill set, 57-ounce 
pitcher, drinking mugs, salt and pepper shaker. 
The casual china is ovenproof. From Syracuse 
China Corp., Syracuse, N. Y. 


“Rosita” by Lorenz Hutschenreuther of Bavaria 
is colored in soft pink with green leaves, em- 
bossed on coupe shape. Serving pieces are on new 
Excellence shape. Five pieces place setting $11. 
From Paul A. Straub Co., 19 E. 26 St., New York. 
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pheperned 


SY trie OISCERNING BUYER 


A fashionable collection of china, crystal, and 
porcelain designed for the current concepts 
of living. 


PASCO — the sign of quality imprinted on 
fine china made by 
LORENZ HUTSCHEN REUTHER 
and TIRSCHENREUTH 


Trade marks appearing on world renowned 
china and porcelain figurines for over 100 
years 


PASCO —— the seal of elegance on stemware 
and crystal accessories from among the most 
skilled glass-blowers and cutters abroad 


RIEDEL —— contemporary crystal at its finest 
by Riedel of Austria 


All merchandise shipped from one source, 
Ces. i. ¥ Gas 


ATLANTIC CITY CHINA & GLASS SHOW 
BOOTHS 206-208-210 ¢ CONVENTION HALL 


PAUL A. STRAUB & CO., INC. 
19 EAST 26TH STREET * NEW YORK 10,N. Y. 
LOS ANGELES SHOWROOM: BRACK SHOPS, 527-W.7TH ST. 
ATLANTA MERCHANDISE MART, ATLANTA, GEORGIA 
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TABLE TOP FASHIONS 





—_ 


Henri Soulet of the Pavillon restaurant selected 
the all-purpose Gourmet glass as his favorite. 
Suitable for wine, champagne or brandy, 6°%%4 
inch goblet, $8 each. From Baccarat Crystal, 55 
E. 57 St., New York. 


The “Greenbrier Server” is a time saver for the 
hostess who serves three dishes at once. Fea- 
tures embossed leaves, 24K stippling. 81-inch 
all-white, $9.95; white-gold, $12.95. From Lenox 
Inc., Trenton, N. J. 


The 9-inch Waterford bowl has a fluted rim that 
blends with many items in the line. Deep cuttings 
on the heavy lead crystal enhance brilliance of 
the $25 retailer. Waterford Glass Co., 225 Fifth 
Ave., New York. 





The Kristalunieken Maastricht colored crystal 
from Holland is an example of one-of-a-kind hol- 
lowware designed by Verboeket. The vase re- 
tails for $15. Justin Tharaud & Son, Inc., 129 
Fifth Ave., New York. 








Gold trims the heavy white Italian earthenware 
with jewel-cut green synthetic stone in the cen- 
ter. Evans lighter retails for $17.50; 6%4-in. 
square ashtray for $7. Koscherak Bros., 129 Fifth 
Ave., New York. 


The style of famous 18th Century silversmith 
Paul DeLamerie is superbly interpreted on Royal 
Doulton bone china. It is fashioned in gold on a 
rich opaline green rim. From Doulton & Co., 11 
East 26 St., New York. 
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TABLE TOP FASHIONS 


Imported English pewter coffee service wins 
new devotees in return to more formal service. 
Three-piece set retails for $39.50. Also available 
in Sheffield plate for $45. Viners of Sheffield, 
362 Fifth Ave., New York. 


The “Brookdale” pattern of Royal Cauldron 
is embossed on an ivory earthenware and glows 
with a brilliant glaze. The 5-piece place setting 
retails at $6.75; 16-piece starter set at $19.95. 
Camden Hall, 49 W. 23 St., New York. 





Game pie dish, in Spode stone china, is 12 
inches long, 9 inches wide at bottom. Its 5-quart 
capacity is ample for a brace of birds. $46, retail. 
From Copeland & Thompson, Inc., 206 Fifth 
Ave., New York 10, N. Y. 





“La Reine,” appropriate for formal entertain- 
ing, is white, translucent porcelain, with classic 
rim, gold-encrusted border underlined by blue. 
5-piece setting, $27.50. Herman C. Kupper, 39 
W. 23 St., New York. 


Return to more formal dining and entertaining 
was the cue for the design of the handmade 
“Winsome” that has an elegant hand-cut floral 
decoration. Retail, $1.25 each. From Javit Ba- 
dash, 190-02 99th Ave., Hollis, N. Y. 


Rich “Sutherland” in Royal Tettau china melds 
tones.of grey-brown or pink with burnished gold 
scroll. Sophisticated Bavarian pattern retails for 
$19.50, 5-piece place setting. Fondeville & Co., 
149 Fifth Ave., New York. 
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ta 10 help a customer buy 


AND 


arg CryStal gift pieces... 


2. Tell her why it’s a ‘‘conversation piece.’’ When 
there’s a story behind a gift piece, tell it. It has a way 
of adding value to the crystal. Take Coin Glass. The 
originals were illegal; they reproduced real coins, and 
the government called it a form of counterfeiting. 


1. Give her a reason to buy. Ask her about weddings 
in the family, and third anniversaries. (Your Bridal 
Registry is a good source if you phone or write cards to 
customers.) If she’s planning a visit, suggest Fostoria as 
a bread-and-butter present. There’s a piece for every use. 


3. Find out how it’s to be used. 
For instance, if it’s to be used in 
a home with small children, suggest 
sturdy hand-molded pieces like new 
“Crowns in Crystal’. Thoughtful! 


4. Ask about the decorating scheme. 
Try to match the style of the gift 
with the style of the home it’s in- 
tended for. “Sculpture” pieces for 
lovers of modern, for instance. 


5. Remind her of Fostoria quality 
—its nationwide acceptance and 
prestige. Let her know that her gift 
will be a credit to her good taste. 
(All Fostoria crystal is handmade.) 





These few suggestions by no means cover the subject. Have you any ideas? We’d appreciate hearing from you. 
FOSTORIA GLASS COMPANY, MOUNDSVILLE, WEST VIRGINIA. 


Fine Crystal with Fashion Flair...made by hand in America 
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Dinnerware, Glassware and Gifts 





by Jerry Gewirtz, JC-K 
Fashion and Gifts Editor 


VARIETY 


ode Consumer Magazines 


THE VP FINE ENGLISH 


DINNERWARE 
saan. Can Boost Your Sales 


jugs, vases, what-will-you— 
are as typical of Spode 
as its famous dinnerware. | @ THERE’S an unexpected Christmas package ready 
tors: COPELAND & THOMPSON. INC. 206 rirru avi 10 to be placed under the retailer’s tree. It is a sec- 
| tion of the December House & Garden magazine 
that suggests “Carols on Christmas Eve.” 

The editorials illustrate a number of holiday par- 

ties, all of which are a kind of do-it-yourself Sing 
| Along with Mitch. They include, of course, some 
easy-to-copy, very appealing table arrangements. 

We can envision a jeweler tie-in with this theme 
that has multiple advantages: 

First, the retailer can follow the idea about carol- 
ing by having Christmas music played in his store 
throughout the holiday period, following in the 
notes of New York’s Saks Fifth Avenue that has 
piped carols so successfully each Christmas period. 
Second, the jeweler can advise his customers to imi- 
tate and celebrate the holidays with a Christmas 
carol party. Then, and with the necessary credit 


DIAMOND | line to H & G and a copy of the magazine in the 

| window, the jeweler can show some of the tables 
illustrated in the December issue. 

MASTERS For it is this kind of follow-up at the point-of-sale, 


identifying the store with an authoritative source, 
6)2 that validates the role as a guide in table fashions. 
; Furthermore, the customer has added confidence in 


AM } RIC A | the jeweler’s advice when she realizes he is hep to 
| trends in home fashions as well. Even more im- 


(A Professional Home Study Course in | | portant, a tie-up with a leading home magazine 


Diamond Technology and Sales Techniques) | | brings top level merchandising into the individual 
DR. ANDREW W. DAMIS | 














Educational Director | | store. . ; 
<4 993 North Ave., Pittsburgh 9. Pennsylvania. re | Interestingly enough, specialty stores in large 
Pe SER ae ee oT cities which themselves employ highly creative and 


expensive personnel also make use of this kind of 
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free merchandising help. As an example, we have il- dow doesn’t necessarily mean only green and red 
lustrated a window of B. Altman & Co. in New York throughout the store. 

City that picked up the H & G theme of mellow It would be fun, fresh and timely for the jeweler 
61. to do the Christmas Carol idea for December, but 
to include in it tables and table arrangements that 
are high fashion beyond Dec. 25. The jeweler can 
sing out the holiday message but spell out new fash- 
ions that are as appropriate in January and Feb.- 


vellows for 
Each year, H & G unfolds a new color story in 
the fall that is as suspenseful in mid-winter. In- 


ruary. 
We urge the jeweler to check with H & G and 
other similar magazines for help in merchandising 
table top fashions. January, for example, is a month 
when china and glass get a great deal of publicity 
because of the china and glass show in Atlantic 
City. Retailers can bask in this reflected publicity 
provided they’re ready for it. 
For the jeweler who wants to make certain he’s 
using the right colors, combinations and copy, H &G 
i a ‘' makes many sales aids available. 
= per a PPw. naman is The color palette for ’61-’62 according to the maga- 
| zine is: 
Deep rich colors for dynamic contrast. 
dividual selling events, even ones as important as Deep, muted colors for the return of dark walls 
Christmas, come and go and invite individual pro- in the home. 
motions suitable to the occasion. Underlying all Subtle variations on black and white. 
of them, however, is the basic color theme that runs Pastels for a new accent. 
without variation. Mellow yellows and yellow-greens—this year's 
Carols at Christmas, for example, need not in- pets. 
terfere with a continuing emphasis on those colors Is FASHION SPINACH? The home furnishings di- 
that sparkle sales-bright for 62. Holly in the win- vision of The Fashion oe held a meeting recently 


WHAT PATTERNS 
WILL SELL IN 1962? F R a N C fo N 1A 


Oue of Exrope's Ginest 


e at HERMAN C. KUPPER, INC., be- 
W"” our records of best selling 

FRANCONIA CHINA PATTERNS a good 

barometer of consumer preferences. As of the close of 1961, these head 
the list: Palladina, Hawthorn, Millefleurs, Delphine, Laurel Oak, Silver 


Dream, Jewel, Franconia White. Moving up fast are: Isabelle, Bouquet, 


Rosalie. Most of these patterns have COMPANION CRYSTAL. “ate, he 
; e. 


aturally, there will be changes in 1962. We, as well as you, have to 
N offer new choices. The something NEW we have for you is REVERIE: Millefleurs e 
White translucent china in the Coupe Shape, with an unusual treatment 
in its inch wide border of white flowers and foliage against a grey-green 
background. REVERIE is especially designed to appeal to young tastes. 
— FRANCONIA, we have an exclusive group of CHARLES AHREN- 
FELDT LIMOGES CHINA that will please your customers with sophis- 


Regalia ticated tastes. 


\ US AT THE ATLANTIC CITY CHINA 
& GLASS SHOW, Booths 366, 368, 370, 


“The Aristocrat of French China’ 372, Convention Hall, January 7-12, 1962.  peiphine 


AHRENFELDT timoces cHINA 
HERMAN C. KUPPER, INC., 39-41 WEST 23rd STREET NEW YORK 10, N. 
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on timeless design, suggesting that planned obsoles- 
cence is out, and that the home should reflect the 
personality of the person. Actually the suggestions 
came not from the group but from key speakers, 
including famed designer Robesjohn-Gibbings. 
No need to disparage fashion as a fad, some 
editors noted, but rather to make certain that new 
fashions have the kind of nobility that promise 


them longevity. 


SYRACUSE POLICY ACCLAIMED: After a vear, the 
Syracuse China Company has done a study on its 


policy of a guarantee of matchings for at least 20 


vears. Introduced last January at the China and 
Glass Show, the company reports its customer re- 
sponse to date has been highly enthusiastic. T. I. 
Wells, sales manager, noted: “We have received 
thousands of inquiries as a result of advertising 
and publicity announcements.” 

The plan that was concurrent with the introduc- 
tion of the new Silhouette line offers a guarantee, 
dated and in writing, that every piece will be 
available for at least 20 years. 

Several dealers throughout the country have par- 
ticipated in public service TV demonstrations of 
how to coordinate table fashions, and in most pre- 
sentations the plan was discussed and applauded. 
Illustrated is just such a program in which Weaver's 
Jewelers, Durham, N.C., participated. Mrs. Anne 
W. Moore, left, store consultant, illustrated table 











settings and descussed the advantages of the 20- 
year guarantee of matchings. Hostess on the pro- 
gram is Peggy Mann. 

Syracuse has also announced that a total of 250 
starter sets in the Silhouette line will be given 
away in connection with a promotion, initiated this 
fall. A feature of the plan, called the Silhouette 


‘ 





“Silver Fern” pattern will be shown for the first time at Atlantic City China and Glass Show Jan. 7-12, 1962 


EWELERS' CIRCULAR-KEYSTONE, DECEMBER 








Pe SILVER CHM... 











Sweepstakes, is a give-away introduced in consumer 
magazines. It invites the reader to visit a Syracuse 
dealer in the area and register a favorite pattern. 
A drawing will determine which 250 win. 


CITE FRANCONIA EXEC.: Richard Krautheim, 
owner of Krautheim & Adelberg, Selb, Bavaria, man- 


facturer of Franconia China, was presented with 
the Merit Cross by the Mayor of Selb. A special 
ceremony was held in the Selb City Hall to honor 
Mr. Krautheim for his outstanding service in behalf 
of the Bavarian China Industry. 

The Merit Cross winner was instrumental in 
founding the Association of the Ceramic Industry, 
and is presently honorary chairman of the Regional 
Development Association for Northern Bavaria. 


NEW WATERFORD OFFICES: Waterford Glass Inc. has 


wom at oy 





on crystal. 


es Ae) hYd-1 a ok] ae od 49-1 r- Me (-1 I ot-0c-Maalolol-Taaltol-\-lelaMlal-y<-lallale 


moved to new offices at 225 Fifth Ave., New York. 
The showroom is decorated in a warm, lavish decor, 
with grey and blue colors. Lighting and colors are 


ee 
et 


especially appropriate for the crystal, and the cen- 
tral chandelier, made of Waterford glass, is for 
sale. Retailers are welcome in room 805. 


LARGER LENOX IMAGE: Lenox, Inc., Trenton, N. J. 
has announced that fall and winter advertising is 
appearing in magazines reaching more than 70 mil- 
lion readers. A feature of the campaign is the use 
of different approaches to reach various segments 
of the market. For example, Lenox uses a romantic 
appeal in Seventeen, gracious living in McCall’s, etc. 






PLUS os a alon ¢hVA-Mnal-) 1’ aa o](-101-1- Mae Lalo MEolOh <3 ¢- Tale | lale Mote) |(-Toadiolal— 


o} mn dale leat ele) <-le mel t-t-1-¥ 
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is guaranteed non-tarnish. 
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SILVER CITY OLASS Co. INC., MERIDEN, CONN. 
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TRANSLUC 


take 2@ 
second look 


There’s more to this seal than you see at 
first glance. It’s the marking that appears 
only on Royal Doulton’s new English 
Translucent China—the only fine, white, 
translucent English china made to sell in 
the fast growing $9.95 to $16.95 market. 
Customers love it. So will you. Now, with 
ETC and Royal Doulton’s famous bone 
china, one line serves every price range. 
Ask your Royal Doulton salesman about 
new English Translucent China today. 


ROYA L. 
DOULTON 


Doulton & Co., Inc., 11 East 26th Street 
New York City 10, N. Y. 


™ REG. 


74 





SPECIAL: W. P. C. Adams, president of the Royal 
Crown Derby Co. is making available to his dealers 
a special introductory price on “Derby Porcelain,” 
a book on Royal Crown Derby’s first factory. Lav- 
ishly illustrated with a color frontispiece, the book 
retails here at $37.50. Dealers may obtain a copy 
at only $25. 


GORHAM IN THE WHITE HOUSE: Among those fur- 
nishings presented to Mrs. John F. Kennedy for 
the Diplomatic Reception Room of the White House 


is a hand-wrought silver dish from the Gorham 
Museum Collection, circa 1860. The room also con- 
tains several pieces of 18th Century Lowestoft, 
including spoons trays and bowls and an early 19th 
Century mantel gilt clock. 


EW STERLING PATTERN: Vespera, by Towle, 
blends classic with contemporary mood. Sculp- 


tured curve flows smoothly to are at tip of the han- 
dle. Six piece place setting retails at $39.75. 


How TO USE WINE GLASSES: A fully-illustrated, 
beautifully produced booklet on How to Choose and 
Use Wine Glasses is made available by Baccarat 
crystal for consumers who are uncertain about the 
selection of glasses for particular wines. Shape, 
clarity of crystal, the history of wine are all in- 
cluded in this 8” by 11” brochure that sells to the 
consumer for $l. i | 
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FOR COMPLETE COVERAGE OF THE CHINA 
AND GLASS INDUSTRY BE SURE TO SHOP 


the Manket with the 
Stamp of Approval 


JANUARY 7-12 


Sponsored by: 
CHINA GLASS AND POTTERY 
ASSOCIATION OF AMERICA, INC. 


Directed by: 
GEORGE LITTLE MANAGEMENT, INC. 
220 Fifth Avenue, New York 1, New York 
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Briefly 


USE OF RADIOACTIVE TRITIUM INSTEAD OF RADIUM ON LUMINOUS WATCH and clock dials is 
being encouraged by the Atomic Energy Commission and the U.S. Public Health 
Service. Tritium is preferred because it gives off only low-energy beta rays 
which do not penetrate the skin. Radium emits penetrating gamma rays. The Pub- 
lic Health Service warns that "wearing a radium painted watch for 350 years 
would increase by 10 per cent the natural radiation exposure to the skin." 


A 13 PER CENT DECLINE IN RETAIL JEWELRY STORE SALES IN SEPTEMBER from September, 
1960, was reported by the U.S. Department of Commerce. Sales in Sentember were 
l per cent better than in August of this year. For the first nine months of 
1961, sales fell 11 per cent below the corresponding period of last year. The 
percentages are based on data not adjusted for Seasonal variations or trading 
day differences. 


DISTRIBUTORS MAY CUT PRICES TO KEEP OLD CUSTOMERS, BUT NOT TO ATTRACT NEW ONES, ac- 
cording to a recent Federal Trade Commission interpretation of the Robinson- 
Patman law. The FTC said a manufacturer or wholesaler can not offer lower 
prices to a retailer who normally buys from somebody else. The FIC did not 
spell out just how low prices may be cut, even under legal circumstances. 


LEASED JEWELRY DEPARTMENTS IN DEPARTMENT STORES COVERED BY THE NEW MINIMUM WAGE law 
are automatically covered, even though exempt under other tests. The Labor De- 
partment has ruled that leased departments that sell under the leasing store's 
name do not qualify as separate retail outlets. 


IF YOU'VE HAD TROUBLE GETTING STORE SPACE IN A SHOPPING CENTER, you can tell Con- 
gress about it this month. A small business subcommittee of the Senate will 
hold hearings on the problem Dec. 18-20. A federal guarantee program to insure 
lease bonds for small firms is under discussion. You can submit your views in 
writing to Neal Peterson, Senate Committee on Small Business, Washington 25, 
DeCs 


HOW COMPANIES ARE DOING--International Silver Co. had a net income of $721,708 for the 
quarter ended Sept. 30, un from $615,168 in the same period last year. For the 
first nine months, earnings were $1.7 million compared with $1.5 million last 
year . . . Shick, Inc. reported a net income for the quarter ended Sept. 30 of 
$280,746 on sales of nearly $6.2 million . .. Net income of W. A. Sheaffer 
Pen Co. for the six months ended Aug. 31 was $726,000 on sales of $13.6 mil- 
lion . . . Net earnings of the Gorham Corp. in the quarter ended Sept. 30 de- 
clined slightly to $222,234 from $242,998 earned in the same period of 1960, 
although sales increased from $7.7 million to $8.1 million . . . Bulova Watch 
Co. had earnings of $947,245 on sales of $31.3 million for the 26 weeks ended 
Oct. 1, compared with earnings of $945,291 and sales of $35.6 million in the 
corresponding period of last year .. . Waltham Watch Co. reports gross book- 
ings in the first three quarters have shown a 15.5 per cent increase. 


CHAPTER NUMBER ONE OF THE AMERICAN WATCHMAKERS INSTITUTE MET for the first time last 
month in Toledo, Ohio. President John M. Farrell presented the charter and AWI 
banner to the "pilot" chapter, Northwestern Chapter #l. 


RETAIL SALES OF CULTURED PEARLS IN THE U.S. THIS YEAR: $55 MILLION, predicted the 
Cultured Pearl Association of America at a meeting last month. This would be a 
10 per cent increase over 1960 sales. Joseph D'Elia, president, Victor Fer- 
rante, vice-president, Simon Lieberman, treasurer, and Hans Clapper, secre- 
tary, were all re-elected. 


GENERAL ELECTRIC HAS ESTABLISHED A DIAMOND APPLICATION DEVELOPMENT LABORATORY at its 
metallurgical products department in Detroit. Its aims are threefold: to in- 
vestigate new and improved diamond a>nplications, to evaluate new G.E. man-made 
diamond types and to analyze comparative verformance testing operations. E. L. 
Kapernaros is manager of the facility. 
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For the Holiday Season... 
a Merry Christmas 
and a Prosperous, 
Healthy New Year 


Ba blara 


President and Chief Executive Offic 





GRUEN 
was truly the “come- 
back story” of our Industry 
in 1961. The loyalty, goodwill 


and faith of our many friends made 


it possible .. . to a degree where we were 


forced to say “sorry, we are sold out”. 


It has been a heartwarming experience. 


We shall continue our efforts towards the 
reestablishment of Gruen, a respected 
quality name, as your most profitable 
watch line. We cordially invite you 
to join with us and share in 
the benefits of the New 
Gruen picture. 





THE GRUEN WATCH COMPANY The Gruen Building °* 


20 West 47th St., New York 36, N.Y. 
In Canada: Toronto ° 


In Switzerland: Bienne, Geneva 
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Can retailers make ‘Gellman-type’ sales? 
Court of Claims may decide this month 


When it comes to collecting the 
Federal Excise Tax, what deter- 
mines whether a sale is “‘at retail”’ 
—the character of the seller, or the 
character of the particular sale? 

This is the issue the retail jewelry 
industry has placed before the 
U. S. Court of Claims in the long- 
pending test case which seeks to 
extend the “Gellman ruling” to re- 
tailers. 

The case may be concluded this 
month or early next month. Both 
sides—the R. D. Worrell Jewelry 
Co. of Mexico, Mo., and the Govern- 
ment—are willing to have the Court 
decide the case without a trial. 

Both have asked the Court for a 
“summary judgment” based solely 
on arguments thus far presented. 
Attorneys for both sides appeared 
before the five-man tribunal in 
Washington Oct. 30 to present oral 
arguments in support of their re- 
spective motions for summary judg- 
ment. 

The Court must now decide if it 
will accept one of these motions— 
and thus settle the case—or else or- 
der that the issue be brought to 
trial. The latter action would post- 
pone final determination of the case 
for many months. 

The Court may hand down its de- 
cision on the motions for summary 
judgment as early as Dec. 6, but 
more likely, it will come on Jan. 6. 
These are the days each month set 
aside for the delivery of decisions. 

The Worrell case was instituted 
by the Retail Jewelers of America, 
Inc., and the Jewelry Industry Tax 
Committee in an effort to correct 
what is believed to be an existing 
discrimination against the retail 
jeweler. 


A Traditional Market Lost 


As Philip E. Hoffman, counsel 
for RJA and the JITC, put it in an 
affidavit submitted to the Court in 
support of the case: 

“The effect of the... [present | 

. situation is to severely hamper, 


Philip E. Hoffman 
argues Gellman test case 


if not completely destroy, the abil- 
ity of the retail jeweler to compete 
effectively for the premium award 


and prize market. This despite the 
fact that this market is one for 
which. . . retailers have customari- 
ly competed with wholesalers and 
manufacturers over the past many 
decades.”’ 

The retailers’ competitive posi- 
tion was hurt by the Internal Reve- 
nue Service ruling in 1958, based 
on the Gellman case. The IRS 
agreed to exempt wholesalers, like 
Gellman, from payment of the ex- 
cise tax on sales of award jewelry. 
The IRS held, however, that re- 
tailers were still required to pay 
the tax on such sales. 

The Worrell case was selected to 
test the validity of the ruling. The 
retail jewelry firm is seeking a re- 
fund of $246.54 paid as excise taxes 
on the sale of more than 500 pins 
which a local manufacturer used as 
length-of-service awards for his 
employees. 

At the recent hearing in Wash- 
ington, Hoffman and the Govern- 
ment’s attorney, Cynthia Holcomb, 
were each permitted about 20 min- 
utes to present their arguments, 
which closely followed the points 
outlined in their written briefs. 

Hoffman’s arguments included 
these main points: 


In previous cases, two U. S. 
Courts of Appeal held that “sales 
of this type—made to a business or 
other organization for use as pre- 
miums, awards or prizes—are not 
retail sales.” 

The same sale cannot be called 
retail at one level of distribution 
and “not at retail’ if made at an- 
other level. To do so is discrimina- 
tory, and no justification for the 
distinction can be found in earlier 
cases. Furthermore, it has not been 
the practice of the IRS to apply the 
excise tax on the basis of who 
makes the sale. “If a wholesaler 
makes a sale which is_ properly 
definable as ‘retail,’ he is taxed.’’ 

Therefore, since the sales in 
question are not retail sales, they 
should not be subject to the tax, 
whether the sales are made by a 
manufacturer, a wholesaler or a re- 
tailer. 


Couldn’t Administer Law 


Miss Holcomb countered 
this argument: 

These sales, when made by a 
retailer, are subject to the excise 
tax in order to be consistent with 
the intent of Congress. 

In the Gellman case, the question 
of these sales was settled only in 
respect to wholesalers. Such sales, 
when made by a retailer, cannot 
be classified as wholesale sales. 
“Since the jewelry ends up in the 
hands of the ultimate consumer and 
is not resold, ... no tax | would be} 
paid by anyone.” This would de- 
feat the purpose of the law to im- 
pose the tax upon the sale of jewel- 
ry at some level. 

The interpretation sought by 
Worrell would make the law ‘“im- 
possible to administer and grossly 
inequitable.” 

Hoffman denied that a decision 
in Worrell’s favor would make the 
law unenforceable, and urged the 
Court not to “disregard the plain 
meaning of a law as written by 
Congress, even if such action would 
serve administrative convienience 
—which ... we doubt.” 

Hoffman’s conclusion sums up the 
case in behalf of Worrell: 

“No definition, no interpretation, 


with. 
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thus far brought forward in this 
litigation, makes the meaning of 
‘sold at retail’ dependent on the 
character of the seller. In all said 
definitions, it is the character of 
the particular sale which deter- 
mines whether it is ‘at retail’ or 
not. Indeed, until now, the de- 
fendant itself has argued for this 
principle. 

“It is, we submit, inconceivable 
that, lacking special legislation, the 
same sale, of identical articles, at 
identical prices, in identical quan- 
tities, for identical use, to identical 
purchasers, is not ‘at retail’ if made 
by one party and is ‘at retail’ if 
made by another.” 


Swiss executive tours 
U. S., Canada, Mexico 


Rene Perret, vice-president and 
commercial manager of Universal 
Geneva Watches, has returned to 
Switzerland after a business tour 
of the U. S., Canada and Mexico. 

He met with distributors in these 
countries to discuss plans for Uni- 
versal’s ‘“Wide-World” campaign, 
an advertising and sales promotion 
program involving factory, distrib- 
utors and retail agents throughout 
the world. 

While in the U. S., Perret showed 
jewelers a preview of the “Coutu- 
rier Collection,” a series of indi- 
vidually designed ladies’ gold brace- 
let watches. 





Work starts on 1962 Directory listings; 
Univac computer will process the data 


The task of compiling verified 
information for the new 600-page 
JC-K Jewelers’ Directory Issue, to 
be published next June, began last 
month. At the same time, a con- 
tract was signed to compile and 
collate much of the data by means 
of a Remington-Rand Univac 1 
computer system. 

On Nov. 21, a verification form 
was mailed to 1200 wholesale jewel- 
ers who had been listed in previous 
Directory Issues. Each was asked 
to check for accuracy his name, ad- 
dress, telephone number, type of 
business, sales territory and branch 
offices, if any. 

On Nov. 30, a questionnaire ask- 
ing for similar information went 
out to a limited number of whole- 
salers who had neglected to provide 
similar data about themselves for 
the 1960 or 1961 Directory Issues. 

The wholesale jeweler informa- 
tion will be published, as in the 
past, in a special part of the Yellow 
Section. Each company will be 
listed alphabetically, according to 
its geographical location. 

Any wholesale jeweler who has 
not received a verification form or 
a questionnaire will be sent one 
upon request. Write: Directory 
Editor, JEWELERS’ CIRCULAR-KEY- 


SHOPPING CENTER STORE AIMS FOR TRAFFIC: Card department, right, 
and giftware are means of attracting additional traffic at Glen Plaza Jewelers, 
opened at Glen Plaza shopping center in Glen Burnie, Md., by Sam Frayne, 
owner of stores in Hanover, Pa., and Westminster, Md. Arthur H. Rosenfeld, 
New York architect who has designed many jewelry stores, did the Glen Plaza 
store. Offset center island display was designed to avoid a stereotyped boxed 
effect. “Jewelry store image” is retained, Frayne said, with diamond sales 
accounting for more than one-third of total volume. 
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56th Sts., 


STONE, Chestnut and 
Philadelphia 39, Pa. 

By mid-December, the 50,000 list- 
ings from the 1961 Directory Issue 
for products and services offered by 
manufacturers, importers and ser- 
vice establishments will have been 
punched into IBM cards and trans- 
lated, from the cards, to electronic 
tape, ready for the Univac com- 
puter. 

Late in December, a high-speed 
printer attached to the Univac will 
produce verification forms and, on 
Jan. 2, these forms will be mailed 
to the nearly 6000 manufacturers, 
importers and service establish- 
ments which were listed in past 
Directory Issues. 

Companies receiving these Uni- 
vac-printed forms will be able to 
check, on one side of a single sheet, 
the accuracy of their listings— 
company name, address, telephone 
number, branch offices, if any, type 
of business, type of customer (man- 
ufacturer, wholesaler, retailer), and 
the products or services which have 
been listed as being offered by that 
company. 


RJA launches drive 
to build membership 


Retail jewelers are currently re- 
ceiving a colorful brochure in gold, 
black and white, advising them: 

“Your business future is made 
brighter by the few dollars you in- 
vest to become a member of the two 
jewelers associations dedicated to 
the protection and advancement of 
your interests: Retail Jewelers of 
America, Inc., and your own state 
jewelers association.” 

The brochure is part of an “ag- 
gressive’ membership solicitation 
campaign led by Howard Michaels, 
membership committee chairman. 

Brochures sent to jewelers in 
states which have an affiliated state 
group will be imprinted with both 
the name of the affiliate and RJA. 

Brochures sent to the other 11 
states—Alaska, Hawaii, Idaho, Illi- 
nois, Kansas, Louisiana, Maine, 
Nevada, Tennessee, Utah and Wy- 
oming—will list the RJA name 
only. 





Comment 


Comment 


Comment 


Sts., Philadelphia 39, Pa. 


Abandon Fair Trade. Yes [7 


Reduce prices to historical mark-ups. Yes 


Franchise watch distribution. 


YOUR STRAW VOTE ON THE KIRBY PLAN PROPOSALS 


No [) Check one. 


What leads you to this conclusion? 


No [] Check one. 


What percentage would you like to see as a mark-up for watches? 


In national advertising, discontinue giving names to individual models. 


Discontinue manufacturers’ price tags. Yes 


Sign your name, and store name if you wish to do so 
Tear out and mail your ballot to “Straw Vote—Watches,” c/o Jewelers’ Circular-Keystone, Chestnut & 56th 


Kirby Plan for watch prices and tags 
wins early 5-1 lead in straw vote 


Arthur R. Kirby of Saunders & 
Son, Alexandria, Va., believes that 
jewelers would sell more watches 
if manufacturers and importers 
would make several changes in 
watch advertising and distribu- 
tion. 

Kirby’s suggestions —five in 
number—were published in detail 
in the October RJA Bulletin and re- 
printed in the November JC-K. 

To see whether many jewelers 
agree with Kirby, JC-K printed a 
straw ballot along with the article, 
and invited readers to vote “Yes” 
or “No” on each of the points 
which Kirby advanced. 

It is too early to draw any valid 
conclusions about jeweler think- 
ing, but the first few ballots on 
“The Kirby Plan” strongly sup- 
port each of Kirby’s proposals. 

What follows is an analysis of 
the first 40 ballots that came in: 


1. Abandon Fair Trade. 

Yes—33. Comments: “The ones 
who obey regulations are hurt.” 
“Impossible to control—the dis- 
count house thrives on _ pre-set 
prices.” “Its abuse has contrib- 
uted to the jeweler’s reputation as 
high-priced.” “It gives the dis- 
counter the price angle to hit.” 
“Why keep a dead horse?” 

No—7. Comments: ‘‘Without 
Fair Trade, buyer beware.” “Fair 
Trade protects us.” “Fair Trade 
if properly administered, with 
honest mark-ups, is the only salva- 
tion for the small merchant.” 


2. Reduce Watch Prices to His- 
torical Mark-ups. 
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Yes—36. Comments: “Mark-up 
should be keystone plus tax.” 
“Keystone below $100, down to 60 
per cent on higher priced watches.” 
“Eighty to 100 per cent tax in- 
cluded.” “One hundred per cent 
under $35, 50 per cent over $35, 
with no trade-in allowance.” “Sev- 
enty-five per cent, tax included.” 

No—3. 

Undecided—1. 


3. Discontinue Giving Names to 
Individual Models in National Ad- 
vertising. 

Yes—38. Comments: ‘‘Models 
and prices have displaced quality 
features in selling.” “Names allow 
an advantage to discounters.” “‘We 
show models—the discounter sells 
them.” “Let us stop playing the 
discounters’ game.” “A name is 
more easily remembered than a 
number.” “If this were done, dis- 
counters would not be able to com- 
pare.” “Customers could not com- 
parison shop so easily.” 

No—2. Comments: ‘““Names make 
no difference, are an established 
custom, do no harm.” “Discounters 
seldom use model names; they 
don’t have depth in top lines.” 


4. Discontinue 
Price Tags. 


Manufacturer's 


Yes—33. Comments: “Emphati- 


cally; this is the only way to beat 
discounters.” “Discounters love 
price tags; no price tags, no price 
comparison.” ‘‘Discount houses 
would have little to go by.” “Con- 
tinued use lends a halo of truth to 
discount prices.” “Many false 
price tags came about at the re- 


Yes [ 


= 
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quest of retailers.” “I’ll not price 
any item without my own ticket.” 
‘Manufacturers’ price tags mean 
nothing to the jeweler, everything 
to the discounter.”’ 

No—6. Comments: “Legitimate 
price tags we want, but not ficti- 
’ “Prices should be at 
keystone list 


tious ones.’ 
low mark-up and 
(show both).” 

Undecided—1. 

5. Franchise Watch Distribu- 
tion. Yes—35. Comments: “Fran- 
chises are our best weapon, if not 
made a mockery of by manufac- 
turers.” “This is most important; 
the manufacturer should control 
his product.” “It could be en- 
forced if the manufacturer wished 
—but don’t use the silver manu- 
facturer as a sample; their mess 
isn’t better.” “Only jewelers with 
reputation should sell and service 
fine watches.” “One franchised 
jeweler to 10,000 population.” 
“The retailer would have more 
prestige.” “The only way.” 

No—3. Comments: “Franchises 
protect only the manufacturer.” 
‘“Can’t see how this would stop 
names from building their empire 
via heavy, hard advertising and 
it wouldn’t stop bootlegging.” 

Undecided—2. Comments: “‘Can’t 
see how this would work—even 
silver is not franchised now.” 
“The distributor would not strict- 
ly adhere to this policy; he will 
sell under a new guise.” 

How do you feel about the five 
Kirby proposals? (See page 100 of 
your November JC-K or page 4 of 
the October RJA Bulletin for a full 
outline of the Kirby Plan.) 

Why not cast your vote for or 
against each of the Kirby sugges- 
tions? Fill in the ballot, which ap- 
pears at the top of this page, and 
mail it to JC-K today. 
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290 hear reports at MJ&SA meeting; 
sawyer elected president for third term 


A “full-fledged Congressional bat- 
tle over silver’”’ between users and 
producers was predicted for next 
year at the 58th annual meeting of 
the Manufacturing Jewelers and 
Silversmiths of America Inc. 

George R. Frankovich, executive 
secretary of MJ&SA, made the pre- 
diction in his report to stockholders 
at the Oct. 19 gathering in Provi- 
dence. 

The 250 who attended also heard 
a report from President Edson W. 
Sawyer, elected officers and heard 
Dr. Murray Banks speak on “What 
To Do Until the Psychologist 
Comes.” 

Sawyer, chairman of Improved 
Seamless Wire Co., a division of 
Laminated Metals, Inc., was elected 
to a third term as president at a 
special meeting of the MJ&SA 
board Oct. 26. 

The association’s other officers 
were named at the earlier meeting. 

Robert M. Krementz, vice-presi- 
dent of Krementz & Co., Newark, 
N. J., was elected third vice-presi- 
dent. Other officers, re-elected for 
one year, are: William E. Smith, 
vice-president of A. & Z. Chain Co., 
Providence, first vice-president; 
Max Jacoby, president of Jacoby- 
Sender, Inc., Woodside, N. Y., sec- 
ond vice-president; Samuel M. 
Stone, Jr., vice-president of Swank, 
Inc., Attleboro, Mass., secretary; 


Edson W. Sawyer 
president addresses MJ&SA 


and William A. Carroll, vice-presi- 
dent of the Lorac Co., treasurer. 
Frankovich emphasized the asso- 
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ciation work in Washington. The 
past year “has been one of our 
busiest peace-time years in the Cap- 
itol,” he said, noting the MJ&SA’s 
efforts in behalf of the National 
Stamping Act amendment and the 
pressure applied “against unfair 
competition from abroad.” 

On at least four occasions 
MJ&SA views on the latter subject 
presented to Government 
agencies. 


were 


Samelius, ‘dean’ of U. S. 
horologists, dies Nov. 5 


William H. Samelius 


William H. Samelius, who organ- 
ized Elgin Watchmakers College 
and was its dean for 33 years, died 
Nov. 5 at the age of 89. 

During his service at Elgin, some 
3500 student watchmakers were 
graduated. When he retired in 1954, 
he was recognized as the dean of 
American watchmakers. 

Samelius was born in Belfast, 
Ireland, the son and grandson of 
horologists. His grandfather was 
one of Sweden’s foremost watch- 
makers and inventors. 

As a young man, Samelius was 
apprenticed to a watchmaker. He 
had come to the U. S. with his 
family in 1880. He later studied in 
England and Sweden. 

In World War I he was in charge 
of inspection of ordnance for the 
U. S. Army. He organized the E]I- 
gin school in 1921. For the last 27 
years of his life he edited the “In- 
formation Please” department on 
watches for American Horologist 
and Jeweler. 


Braunschweig Henshel 


Bulova to handle Swiss 
watch testing devices 


Bulova Watch Co. last month 
became the sole U. S. distributor 
of watch testing equipment manu- 
factured by Universal Escape- 
ment, Ltd., of La Chaux-de-Fonds, 
Switzerland. 

Bulova’s agreement with Uni- 
versal and the Swiss firm’s dis- 
tributor, Reno, S.A., was an- 
nounced jointly in the U. S. and 
Switzerland by Harry B. Henshel, 
president of Bulova, and Georges 
Braunschweig, president of Uni- 
versal and Reno. 

The immediate results of the 
agreement, Henshel said, will per- 
mit Bulova to offer Universal’s 
new “Vibrograf” watch rate test 
device, as well as the “Watch- 
Master” rate test device made by 
American Time Products, a Bulova 
division. 

The “Vibrograf” will be “a fore- 
runner of a family of instruments 
scheduled to be developed by the 
combination of our mutual tal- 
ents,” Henshel said. 

Service and maintenance of the 
Swiss instruments sold in this 
country will be handled by Amer- 
ican Time. 

Universal Escapement, Ltd., 
maker of “Incabloc,” is a leading 
manufacturer of technical equip- 
ment. It reportedly maintains the 
largest private research facilities 
of the Swiss watch industry. 

‘Bulova has felt the need for 
more diversity in the area of 
watch testing and the availability 
of watch repair test equipment,” 
Henshel said. 

His company “will work jointly”’ 
with Universal, he added, “to de- 
velop, perfect and distribute mod- 
ern watch testing equipment.” 

Bulova maintains major produc- 
tion facilities in Bienne, Switzer- 
land. 

Braunschweig said Reno, S.A., 
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would continue to handle distri- 
bution of the “Vibrograf” in coun- 
tries other than the U. S. 

Under the terms of the agree- 
ment, Bulova will be able to dis- 
tribute “Vibrograf’” equipment 
that has been modified to test the 
“Accutron” electronic timepiece, 
Braunschweig said. 

The American firm also has the 
right to use testing equipment 
trademarks established by Uni- 
versal and Reno in conjunction 
with Bulova’s own trademarks. 


Retailers’ newspaper 
ads subject to FTC? 


A Federal Trade Commission rul- 
ing on department store advertis- 
ing last month may have some im- 
pact on the retail jeweler. 

FTC charged that the S. Klein 
Department Stores, of New York, 
advertised “list,’”’ “made to retail 
at” and “equal to” prices that were 
above the usual prices charged. 

FTC Hearing Examiner John 
Lewis said the ads came under com- 
mission jurisdiction because the 
newspapers carrying them moved in 
interstate commerce. He main- 
tained that this applied even 
though the articles on sale did not 
move across state lines. 

The decision is subject to review 
by the Commission. If upheld, it 
would mean a major jurisdictional 
change, for the first time extend- 
ing the commission’s authority into 
the retail advertising field. 


Tariff group reports 
on stainless flatware 


The Tariff Commission has ad- 
vised the President, in effect, that 
the quota on imports of stainless 
steel table flatware should be main- 
tained. 

The Commission submitted its 
first periodic report Nov. 1 on de- 
velopments in this trade since the 
“escape clause” action of Nov. 1, 
1959. That action imposed a tariff 
quota on imports of stainless-steel 
table flatware not over 10.2 inches 
in length and valued under $3 per 
dozen. 

The Commission found that con- 
ditions did not warrant a formal in- 
quiry into the question of whether 
the existing restrictions could be 
relaxed without serious injury to 
the domestic industry. 
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Control of Tiffany and Co. purchased 
by chief executive officer and associates 


Tiffany & Co. changed hands and 
the number of shares outstanding 
was reduced 30 per cent as a result 
of two recent stock purchases in- 
volving the New York jewelry firm. 

A group headed by Walter Hov- 
ing, chairman and chief executive 
officer of Tiffany’s, bought the 52 
per cent controlling interest held 
since 1956 by Genesco, Inc., a large 
diversified manufacturer and re- 
tailer of apparel and footwear. 

Tiffany & Co. itself bought about 
40,000 shares, or slightly more than 
30 percent of the 132,451 shares 
outstanding, from the Bulova 
Watch Co. 

The Hoving group paid around 
$80 per share for the Genesco hold- 
ings, which were about 70,000 
shares. Genesco paid $56 a share 
for the stock in 1956. 

The Bulova purchase was made 
at $65 per share. Current going 
price for a share of Tiffany stock, 
if available, is $125. 

Hoving first became associated 
with the firm in 1955 when the Hov- 
ing Corp., which he had organized 
in 1946, acquired control of the 


Walter Hoving 
acquires Tiffany control 


126-vyear-old jewelry house at Fifth 
Ave. and 57th St. In 1956, Genesco 
acquired control of the Hoving 
Corp. Hoving ended his connec- 
tion with the corporation bearing 
his name in 1960. It has since be- 
come the 721 Corp. 

Tiffany’s has prospered under 
Hoving’s management, with earn- 
ings rising steadily from $1.06 per 
share in 1956 to $4.30 last year. 


Total net profit in 1960 was $570,- 
O80. 

Sales and earnings this year are 
ahead of last year. Hoving attrib- 
uted the upward spiral to a “‘com- 
plete re-designing and re-styling of 
merchandise in all departments” 
‘arried out since 1955. Tiffany’s 
success, he said, was a result of 
“up-to-date” management and pro- 
motion. 


Attendance increases 


at Watchmaker sessions 


The scheduling of sales develop- 
ment sessions, conducted by the 
merchandising staff of The Watch- 
makers of Switzerland, took on an 
accelerated pace during Novem- 
ber. More than 1800 jewelers and 
store personnel have participated 
in 60 meetings held throughout 
the country since mid-September. 

The meetings feature an ex- 
change of selling ideas centered 
about a three-part film, “Quality 
Is The Watchword.” 

Sales gatherings have included 
small stores, state and regional or- 
ganizations and salesmen from 
watch firms, chain and department 
stores. 

Carrying out another Watch- 
makers project, Jean P. Savary, 
technical director, completed a 
separate four-city tour during 
which he discussed the Swiss elec- 
tric watch with jewelers and 
watchmakers in Florida. The or- 
ganization said capacity audiences 
were on hand for discussions in 
Jacksonville, Orlando, Tampa and 
Miami. 

A similar trip by Savary in the 
mid-west is scheduled for early 
next year. 


Michigan jewelers 
elect state officers 


Michigan jewelers elected Gerald 
Pitcher of Grand Haven president 
of their state association at their 
annual meeting in October at the 
Jack Tar Lansing Hotel, Lansing. 

Pat Hodges of Hastings was 
named vice-president and Howard 
Morrison of Kalamazoo elected 
treasurer. 
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State of the Jewelry Business 





Pin levers lead over jeweled movements follows 1960 pattern 


Watch Movement Imports—Of the 
two major categories of watch 
movement imports, the 0-1 jewel 
group showed greater strength in 
September, exceeding three-quar- 
ters of a million units. This tops 
every month this year, and all but 
November of 1960. 

The ratio of 0-1 jewel imports 
to 16-17 jewel imports has been 
1.07 to 1, for the first nine months 
of this year. This compares with a 
ratio of 1.05 to 1 for the same pe- 
riod of 1960. This ratio jumped to 
115 to 1 for all 12 months of 
1960, however. 

It was not until the final two 
months of last year that the 0-1 
jewel category moved. greatly 
ahead of 16-17 jewel movements. 
For the first 10 months of the year, 
the former had averaged about 
27,000 units a month more than the 
latter. Then in November and De- 
cember, 647,354 more pin levers 
were imported than jewel levers. 

A similar divergence seems to be 
taking place this year, although 
starting earlier. For the first 
seven months of 1961, imports of 
16-17 jewel movements actually 
ran ahead of 0-1 jewel movements, 
by a slight margin. In the next 
two months, however, the latter 
moved ahead by 264,376 units. 
Diamond Imports—aA rise in dia- 
mond prices at their source in re- 
cent months was reflected in mar- 
ket prices in November. Buyers 
were paying more for better qual- 
itv stones. Demand should remain 
steady in the months to come, de- 
pending on the condition of the 
domestic economy. 

UNCUT: The carat volume in 
September, while exceeding Au- 
gust, was 12.8 per cent less than 
in September, 1960. This was the 
first month since November, 1960, 
that imports or rough stones failed 
to top the same month of the pre- 
ceding year. Average carat value 
declined to $58.60. 

CUT: Volume of imports was the 
highest it has been in 15 months. 
Excise Taxes—The 1 per cent in- 
crease in tax revenue in the July- 
Sept. quarter brought collections 
in the first three quarters to with- 
in 0.4 per cent of last year. 


JEWELERS 








IMPORTS 


Sept. 
1961 


WATCH MOVEMENTS (units) 


0-1 jewel 

2-7 jewels 

8-15 jewels 

16, 17 jewels 

over 17 jewels 

all movements 
DIAMONDS 

uncut, by carats 

uncut, by value 

cut, by carats 

cut, by value 
CULTURED PEARLS 


IMITATION STONES 


EXCISE TAXES 


AMOUNT COLLECTED 
(add 000) 


VITAL STATISTICS 
MARRIAGES 
BIRTHS 


FAILURES 


CASH JEWELERS 


751,182 
132,452 
6,418 
645,255 
1,658 
1,536,965 


89,468 
$5,242,575 
74,256 
$6,804,887 
$1,260,928 


$398,331 


July Sept. 


1961 


152,000 


384,000 


INSTALLMENT JEWELERS 


WATCH REPAIRERS 
WHOLESALERS 
MANUFACTURERS 


WHOLESALE JEWELERS’ 
SALES 


SEPTEMBER 1961 


% change % change 


from 


from 


Sept. 1960 Aug. 1961 


SALES +1 
INVENTORY 


(troy ounce, large lots) 


SILVER 
PLATINUM 
PALLADIUM 
IRIDIUM 


—3 
+5 


Mid.-Nov. 
1961 
$.913%% 
$82 
$24 
$75 


% change 


from Sept. 
1960 


+4.3 
+17.1 
—36.3 
—2.5 
—13.5 
+2.0 


—12.8 
—37.2 
+0.8 
—8.0 


+34.3 
—14.6 
o% change 


from July- 
Sept. 1960 


+1.0 


% change 
from Sept. 
1960 


+4.8 
—0.3 


Jan.-Sept. 
1961 


4,314,455 
762,355 
95,654 
4,050,079 
12,110 
9,234,653 


1,631,587 
$76,440,540 
593,423 
$55,550,012 


$12,215,006 
$3,723,302 


Jan.-Sept. 
1961 


$134,533 


Jan.-Sept. 
1961 


1,163,000 
3,222,000 


Jan.-Oct. 


1961 


131 
34 
2 
20 
29 


% change 
from Jan.- 
Sept. 1960 


—7.2 
—8.8 
+158.1 
—8.2 
+7.3 
—7.1 


+73.4 
+18.4 
—4.3 
—6.9 
+11.6 
—10.6 


% change 
from Jan.- 
Sept. 1960 


—0.4 


% change 

from Jan.- 

Sept. 1960 
+0.5 
+1.8 


% change 
from Jan.- 
Oct. 1960 


+23.6 
+6.3 
+100.0 
+17.6 
+31.8 


DEPARTMENT STORE SALES 
SEPTEMBER 1961 


% change % change 


WATCHES 


from 


from Jan.- 


Sept. 1960 Sept. 1960 
FINE JEWELRY, 


+17 


SILVERWARE, 


CLOCKS 


+ 8 


COSTUME 


JEWELRY 


— 2 


One Year 
Ago 
$.913%% 
$82 
$24 
$75 


+4 
nZ 


+3 


% change 
0.0 
0.0 
0.0 
0.0 
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GENEVAN GEMS: Here are four of the luxury watches 
exhibited at the “Montres et Bijoux” show in Geneva. The 
jewels on the outside create far more interest than those 
within the case. At far left, for example, 24 diamonds 
blossoming on a golden branch are surrounded by 12 


JC-K 
PHOTO 


REPORT 





SCIENTIFIC SELECTION: An electronic computer aids 
Longines-Wittnauer in selecting 53,000 winning numbers 
for its ad contest in this month’s Readers Digest. Readers 
must visit a jeweler to check the number in their issue. 


&4 


emerald leaves and 29 sapphires. The price in Switzerland 
is $7,650. At the far right, 41.9 carats of diamonds, in- 
cluding one stone of 5.61 carats, are set on this watch 
bracelet, which sells for $45,250. The watch, by the way, 
is placed on the underside of the bracelet. 





SHAVERS—12,000,000 OF "EM: That’s how many Sun- 
beam Corp. has produced since 1937. B. H. Melton, left, 
electric shaver division general manager, awards the 12- 
millionth to L. W. Prestin, vice-president, marketing. 


YOUNG BEAUTY QUEEN: Diane Cox, 16, of Richmond, 
Va., named “Miss Teen-Age America” in recent compe- 
tition in Dallas, receives a Bulova watch, one of $50,000 
worth of prizes which goes with her new title. 
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Abelson’s opens first 
unit in discount store 


14-store New Jersey 
chain, entered the 
department 


Abelson’s, 
retail jewelry 
discount store 
field last month. 

The firm opened a jewelry de- 
partment Nov. 8 at a new Shop- 
Rite Discount Department Store in 
Paramus, N. J. The subsidiary is 
operated under the corporation 
name of Sterling Departments, Inc. 

The first week’s results at this 
“nilot unit” were “encouraging,” 
Herman Straitman, vice-president 
of Abelson’s, reported. The Shop- 
Rite department carries all grades 
of jewelry and allied products, in- 
cluding diamonds, watches, cul- 
tured pearls and silverware. Prices 
are competitive with other discount 
sellers in the area. It consists of 
16 six-foot cases in a compact is- 
land design. Hiring and training 
of personnel! for the department is 
handled by the jewelry firm. 

An Abelson jewelry store is lo- 
cated in Paramus. Although the 
Shop-Rite operation competes with 
this unit of the parent firm, Strait- 
man pointed out, “If we don’t do it, 
someone else will.” 

Straitman said Abelson’s would 
expand its operations in this field 
if the Paramus unit proves “it has 
posibilities.” He added that the 
firm would not limit itself to the 
New Jersey area in considering 
further discount store operations. 


Shift to metal jewelry 
evidenced at UJS 


A long-awaited shift away from 
beaded jewelry featured the 
United Jewelry Show, in Provi- 
dence last month. 

Metal jewelry, especially chain 
items, were in high demand. 

The event, usually marked by 
the purchase of sample spring 
goods, turned into a fill-in show 
for this fall. Sautoirs, tailored 
jewelry and the traditional cos- 
tume jewelry lines were well pa- 
tronized, with buyers clamoring 
for early deliveries. 

In general, buying of spring 
samples was postponed, probably 
until the end of the year, thus as- 
suring manufacturers increased 
production into February. Chain 
manufacturers reported difficulty 
in keeping up with current orders. 


leased 
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Jewelry producers in Rhode Is- 
land were also finding it difficult 
to meet the volume of orders 
placed at the show, many plants 
adding night shifts and working 
regular personnel overtime. 

Attendance ran slightly ahead 
of past Exclusively for 
wholesalers, the show had more 
than 3800 lines, displayed on five 
floors of the Sheraton-Biltmore. It 
was termed the most successful of 
the semi-annual shows held dur- 
ing the past 10 years. 

About 87 per cent of the exhib- 
itors participated in a survey dur- 
ing its closing days. Sautoirs were 
voted the best selling number, 
with gold the leading color. 

Increased business over last 
year was reported by 46 per cent 
of the exhibitors. An average of 
seven new accounts was recorded. 


years. 


Dinner honors Weill 
on his 7Oth birthday 


Some 500 friends and associates 
of Milton Weill, chairman of Arrow 
Manufacturing Co., West New 
York, N. J., attended a dinner at 
the Hotel Pierre in New York, Oct. 
21, in honor of Weill’s 70th birth- 
day. 

Highlight of the celebration was 
announcement of the acquisition of 
a site for the new Emanu-E] Stuy- 
vesant Community Center building 
on 14th St. 

The new YM-YWHA will be 
named the Milton Weill Building as 
a “living tribute to his half cen- 
tury of service and leadership to 
the Jewish Community and Youth 
of New York.” 


WMDAA directors 


to meet in New York 


Directors of the Watch Material 
Distributors Association of Amer- 
ica will meet in New York Jan. 15 
and 16 at the Waldorf-Astoria Ho- 
tel. 

Items for discussion include the 
association’s latest public relations 
venture, “Quiz Matchbooks” for 
consumer distribution by retail 
jewelers, a group insurance pro- 
gram and plans for the Chicago 
convention next June, Ed Kurtz, 
WMDAA president, said. 

The WMDAA has completed a 
mailing to about 35,000 retail jew- 
elers, offering a variety of match- 
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We Specialize 
in Buying for 


CASH 
JEWELRY ° SILVER 
DIAMONDS 


from Jewelers and Estates — in 
any amount. Check is mailed same 
day that merchandise is received. 
Shipment is held 10 days intact, 
subject to your acceptance of our 
remittance. Our 45-year reputa- 
tion for integrity, excellent service 
and good prices is your assurance 
of a fair deal. 


References: Dun & Bradstreet; the 
Jewelers Board of Trade; and the Whit- 
ney National Bank, New Orleans 12, La. 


ANTIN’S 
Jewelers and Gift Counsellors 
308 Royal Street 


NEW ORLEANS 16, LA. 
Established 1916 

















as advertised in 


MODERN BRIDE 


magazine 


Yellow Gold 


MONOGRAMED 
WEDDING RINGS 


Classic wide-style. .. 
made in finest quality 14K gold 
with White script initial 
monogram on DIAMINTINE finish. 


Matching Man’s ring available. 


Price $50.00 


only at your local Fine Jewelers FED. TAX INC 


Sold through your focal Wholesaler 


CERTIFIED METALS CO. 


115 EDISON PLACE, NEWARK, N. J. 
MATS © DISPLAY CARDS AVAILABLE 








book promotion pieces. Done in four 
colors, each features a quiz for con- 
sumers and includes imprinting of 
a store name and address. 

Seven subjects are included in 
the series. The copyrighted quizzes 
are on watches, gold and silver, an- 
niversaries, birthstones, diamonds, 
silverware and pearls. 


Quantity orders for retailers tak- 
ing the seven-subject series cost 
$40 per case of 2500 matchbooks. 
The project is a non-profit venture 
for WMDAA. 

Retailers may obtain further in- 
formation by writing to Stanley 
House, executive director, 1411 K 
St., N. W., Washington 5, D. C. 


Bulova, Elgin turn the camera on jewelers 
during Christmas television commercials 


Retail jewelers are starring in 
Bulova and Elgin TV commercials 
this pre-Christmas season. 

3ulova Watch Co. features 
jewelers “because we are con- 
vineced that the future of Bulova 
and of the entire fine jeweled 
watch industry is tied to that of 
the specialized professional jewel- 
er,” Irving D. Holezer, the firm’s 
advertising manager, said. 

Holezer called the professional 
jeweler “the key to the successful 
distribution of fine watches and 
precious jewelry.” 

Each Bulova 
action 


commercial in- 
cludes shots inside a 
jewelry store. 

The Bulova commercials are 
shown on: National Velvet, Mon- 
days; Dick Powell Show and 
Laramie, Tuesdays; Outlaws, 
Thursdays; International Show- 
time, Fridays; and Feature Films, 
Saturdays (all NBC). 

In addition, jewelers star in the 
company’s full-page ads in Life, 
Look and Ebony. 

Also on NBC, jewelers get top 
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billing in Elgin commercials dur- 
ing spectaculars on Nov. 28, Dec. 7 
and 15. 

These commercials illustrate El- 
gin philosophy, “by (1), stressing 
that consumers visit their jewelers 
to see the large selection of Elgin 
watches and clocks available to 
them, and (2), mentioning in some 
detail a number of other fine gifts 
which consumers can obtain at 
their favorite jewelers.” 

The Elgin commercials are set in 
a “whimsical Dickensian” jewelry 
store. 

Copy for the commercials fea- 
tures specially written verses based 
on Twas the Night Before Christ- 
mas. 

Part of one verse goes like this: 
“From the people at Elgin/ Some 
holiday cheer/ Why not make it 
a jeweled Christmas this year?/ 
Just go to your jeweler/ And see 
his display/ Of presents and gifts 
For the wonderful day!’’/ It’s the 
best place for all/ Of your presents, 
indeed!/ There’s everything there 
You could possibly need!” 


BULOVA AND ELGIN “ON CAMERA”: Television viewers this fall are seeing 
scenes like these two, emphasizing the retail jeweler, in the commercials of two 
major watch manufacturers. At left is a typical in-store sequence from Bulova 
Watch Co’s commercials, showing the jeweler making a watch sale. The tra- 
ditional-style jewelry store at right is the setting for Elgin National Watch 
Co.’s commercials, which suggest a “Jeweled Christmas” this year. 
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JAPANESE “FRESH WATER” PEARLS INTRODUCED: These jewelry selec- 


tions are examples of the collection introduced in October for the first time in 
the U. S. utilizing “Biwako pearls” from Biwa Lake in Shiga Prefecture, Japan. 


Nursery ‘natural pearl’ 
introduced by Japanese 


Distribution in the U. S. of a 
Japanese pearl product, described 
as “nursery grown fresh water 
natural pearls,’’ was launched at a 
press showing in New York, Oct. 
17. 

Called “Biwako pearls,” they 
originate in oysters grown from 
infancy in Biwa Lake, Japan’s 
largest, located in Shiga Prefec- 
ture. According to the Shigaken 
Fresh Water Pearl Fishery Asso- 
ciation, whose members produce 
them, the Biwako pearls have no 
artificial core. 

Initial growth is stimulated by 
inserting “about 20 tiny pieces of 
mantle tissue’’ from other oysters 
in each oyster to be used. After 
three years in the lake, the first 
crop of Biwako pearls is harvested. 
The oysters are then returned to 
the lake again, with no foreign mat- 
ter or additional mantle tissue 
added. After another three-year 
period, a second crop is harvested, 
and the oyster, due to its age, is 
then discarded. 

The Biwako pearls range from 1 
mm to 7 mm in diameter and vary 
in shape from baroque to round. 
Distributor of this product in the 
U.S. is the Jahawa Corp., 580 Fifth 
Ave., N. Y., directed by Walter S. 
Arnstein. 

They have previously been ex- 
ported to several Asian and Middle 
Eastern countries. 

Seiichiro Uda, president of the 
Shigaken association, and his wife, 
visited New York to participate in 


, 
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the introduction of the association’s 
product in this country. Uda heads 
the largest firm producing the Bi- 
wako pearls. 


New Stuart division 
handles Korting line 


A new division of Matthew 
Stuart & Co., called the Korting 
Recorder Sales Corp., was  an- 
nounced recently by Robert Pfeffer, 
firm president. 

The new division, located in New 
York, was organized to handle sales 
of the firm’s new tape recorder line. 
The recorders, which range in price 
from $219.50 to $369.50, are made 
in West Germany. 

The division is under the direc- 
tion of Arnold Damsky and Warren 
Weiss. 


Crowningshield cited 
by N. E. Guild, AGS 


No real effort is being made to 
sell colored stones, Robert Crown- 
ingshield told members of the New 
England Guild of the American 
Gem Society at a dinner meeting in 
Cambridge, Mass., Nov. 9. 

Crowningshield, director of the 
New York trade laboratory of the 
Gemological Institute of America, 
spoke on “Building Appreciation 
for Colored Gems.” 

Despite the “tremendous” inter- 
est in colored stones, Crowning- 
shield said, “if you, the jeweler, or 
your sales people, don’t have the 
enthusiasm and the appreciation 
for colored gems, it is very difficult 
to sell them.” 

After his talk and a question and 
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Versailles by Gorham 


Chantilly 


We pay highest prices for your 


FLATWARE 
ACTIVE-INACTIVE OBSOLETE PATTERNS 
HOLLOWARE 
Also same day service, too, on orders for 


obsolete or unusual silver patterns. We 
can match most patterns. 

Clear out your slow-moving overstock of 
Silver patterns — send any amount, any 
pattern, used or new for immediate cash. 
Our check goes out to you, the same day 
we receive shipment. Your merchandise 
is untouched while you consider our offer. 


JEAN’S SILVERSMITHS. INC. 
16 W. 45th St., N. Y. 36, N. Y. © OX 7-0367 
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Persian by Tif 
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King by Gorham 
Chrysanthemum by Tiffan 


Etruscan by Gorham 








RUNNING A 
SUCCESSFUL 
SALE 


IS AN ART 


By Manny Silverman 


ARE 
you 
SELLING 
YOUR 
STORE? 


WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, N. Y. 36, N. Y. 
Tel: Plaza 7-4692-3 
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Use regularly as needed 


Dr. McNeil 


GIA OFFICIAL HONORED: Robert 
Crowningshield, left, receives citation 
from Meyer Browne. 


answer period, Crowningshield re- 
ceived a citation from the New 
England Guild, “... in appreciation 
of his excellent, untiring service 
.. . kindness and consideration... 
over the many years... .”’ 

Another highlight of the evening 
was the presentation by Sydney De 
Young of Boston of a large, pink 
pear-shaped diamond to the Smith- 
sonian Institution in Washington, 
D. C. 


Hamilton to produce 
missile, rocket parts 


Hamilton Watch Co. has_ been 
contracted to produce precision 
parts for missiles and rockets, ac- 
cording to R. J. Blakinger, firm 
vice-president. He said the con- 
tracts, which total a half million 
dollars, were awarded to Hamilton’s 
Military and Industrial Products 
divisions by private firms and the 
U. S. Bureau of Weapons. 


Printing firm to publish 
jewelry catalog in ’62 


Artistic Reproductions,  Inc., 
New York lithographers and print- 
ers, have announced plans to pub- 
lish a jewelry catalog next year 
with a “potential” circulation of 5 
million copies. 

Murray Tuchman, president, said 
it would feature the non-conflicting 
lines of 12 to 20 jewelry manufac- 
turers. 

The book, about 72 pages in color, 
is scheduled for next August, Tuch- 
man said. Initial printing of the 
9 x 6 inch catalog will be a half- 
million copies. Artistic intends the 
book to be “self-sustaining,” with 


its early income subsidizing addi- 
tional printings. 

Initial distribution will be: 100,- 
000 copies to jewelers, department 
stores, discount houses and other 
outlets; 150,000 copies to consum- 
ers; and 250,000 copies held to ful- 
fill retailers’ quantity orders. 

The firm will begin contracting 
manufacturers this month, he said. 
Artistic designed and printed the 
M. Boner & Co. “Ideabook” and 
Sylvania Jewelry Manufacturing 
Co.’s “Charm Album.” The firm 
moved last month from 327 E. 29th 
St. to 134 Spring St. 


Smithsonian Institution 
shows Jubilee Diamond 


The Jubilee Diamond, third larg- 
est in existence, began an eight- 
month stay last month in the Smith- 
sonian Institution’s Hall of Gems 
and Minerals, Washington, D. C. 

The 245.35-carat stone is on loan 
from its owner, Paul-Louis Weiller 
of Paris. Its exhibition was made 
possible by Harry Winston, New 
York diamond dealer. 

The Jubilee is the largest cut 
diamond ever to enter the U. S. 
When it was found in 1895 in the 
open-pit Jagersfontein Mine in 
Orange Free State, South Africa, 
the rough stone weighed 650.8 
carats. It was also notable for its 
extraordinary brilliance. 

The first and apparently only 
time the Jubilee was previously on 


The Jubilee Diamond 
third largest tn world 


public exhibit was during the Paris 
Exposition of 1900. In the current 
display it will be shown with the 
Hope Diamond, donated to the 
Smithsonian in 1958 by Winston. 
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FAST 


# Handy & Harman’s New York plant 
has been relocated from 82 Fulton St. 
to 525 Nuber Ave. in Mount Vernon. 
The new facility was designed and 
constructed under the supervision of 
Frank L. Spies, manager of the New 
York plant for 33 years. The precious 
metal fabricating and refining firm 
maintains a branch of the Mount Ver- 
non plant at 44 W. 46th St. in New 
York for the convenience of jewelry 
manufacturers in the city. 

e Tokyo Shibaura Electric Co., whose 
products are marketed in the U. S. 
under the Toshiba brand name, has 
moved its New York offices to 530 
Fifth Ave. 

» Edward Amber and his wife have 
purchased Schein Bros. Jewelry at 
Morgantown and Main Sts. in Union- 
town, Pa., re-naming the store Am- 
ber’s Jewelers. Amber was formerly 
manager-buyer of the jewelry depart- 
ment at Kaufman’s Store. His as- 
sistant there, Jack Hostetler, has 
joined the Ambers as manager of the 
watch and jewelry repair department. 
es S. Smith’s Sons, Jewelers and 
Watchmakers, in Philadelphia, have 
leased a first floor shop in the Bank- 
er’s Securities Bldg. Established in 
Philadelphia in 1899, the firm has 
branches in the Willow Grove shop- 
ping center and in West Chester, Pa. 
» Harry G. Reed, formerly with 
Rudolph Brothers in Syracuse, N. Y.., 
for 20 years, has purchased Morton’s 
Jewelers in Canastota, N. Y. He is 
operating the store, located in the 
Avon Theatre Bldg., under the name 
of Reed’s Jewelers. 

=» Oberman Gem Co., star sapphires, 
has moved to 48 W. 48th St., New 
York. The firm has consolidated with 
Breidenbach Sons Inc., dealers in 
precious and semi-precious stones. 

» Vincent J. Fitzpatrick of Hatboro, 
Pa., a sales executive with Parker 
Pen Co., has been re-elected president 
of the National Association for Re- 
tarded Children for a second year. 

» Malcolm Hicks was the recipient of 
a 25 diamond 14K gold wrist watch 
Oct. 11, in honor of his 25 years em- 
ployment with Greenwold Jewelers in 
Flushing, N. Y. At the presentation 
ceremony, William Goldblatt and his 
wife, owners of the firm, were sur- 
prised by a 25th wedding anniversary 
party prepared by their children. 

=» Stephen W. Hofman was guest of 
honor Nov. 16 at a dinner at the 
Essex House in New York sponsored 
by the jewelry division of the Federa- 
tion of Jewish Philanthropies. 

« Larry Schacter, operator of Law- 
rence Jewelers in Donora, Pa., has 
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opened a store in Charleroi, Pa., at 
415 McKean Ave., in the building 
where Seymour Jewelry was formerly 
located. Schacter previously man- 
aged the Seymour store for 10 years. 
» The nominating committee of the 
Watchmakers’ Association of New 
Jersey presented the following slate of 
officers for election last month: Don 
De Wolfe, president; Joe Silberg, 
vice-president; Sam Fiveland, secre- 
tary; and Henry Frystak, treasurer. 
The association held its 22nd annual 
dinner-dance Nov. 5 at the Club 
Diana in Union, N. J. 

=» Isabelle Vaughn has been promoted 
to manager of the Robot Jewelry 
store at the Parkway shopping center 
in Allentown, Pa. 

s Frank Certo has opened Frank’s 
Jewelry in the Penn Hills shopping 
center in Oakmont, Pa. Certo has op- 
erated a jewelry business at 538 N. 
Homewood Ave., Pittsburgh, for the 
past 15 years. 

s A window display of more than a 
quarter million dollars worth of gems 
featured the opening of Saber Jewel- 
ers at 1314 Broadway in Hewlett, 
N. Y. George Sagan and William Ber- 
ger are co-owners of the firm. 
» Earl Mack and his wife 
opened a new jewelry store in the 
Greater Butler shopping center in 
Butler, Pa. 

=» Norman’s jewelry and photo store 
in New Kensington, Pa., has moved 
from 1025 Fourth Ave. to 914 Fourth 
Ave. Norman Meisel and John David- 
owski are partners in the business. 

» Mather Bros., a New Castle, Pa., 
jewelry store for 65 years, has gone 
out of business. 

=» D. Hunter Mauck, owner of Mauck 
Jewelers in Ford City, Pa., has pur- 
chased Fitzgerald Jewelers and has 
moved the Mauck store across Ford 
St. to the Fitzgerald location. 

»s Kenneth H. Mitman, president of 
Bixler’s, Easton, Pa., jewelers, served 
as co-chairman of the retail and fi- 
nancial corporate gifts division of the 
Easton Area United Fund campaign. 
» A camera department was added 
and other departments enlarged in a 
recent remodeling of Reeds Jewelers 
at 717 Cookman Ave. in Asbury Park, 
N. J. 

=» Ted Lowy, a jewelry designer, has 
purchased a two-story building at S. 
Orange Ave. and Sloan St. in South 
Orange, N. J. Lowy is using space in 
the building for a showroom and shop. 
=» Eger’s Jewelry in Coraopolis has 
remodeled its interior. 

=» Isabel Hogan has joined Appel’s 
Jewelry in Allentown, Pa. 
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» Wood Jewelers in East Greenwich, 
R. I., will double their selling space 
in a current remodeling project. 

» Hemming Johnson, a jeweler at 
384 W. Boylston St. in Worcester, 
Mass., will open a new store this 
month in Holden, Mass., at 1023 Main 
St. The new store will be managed by 
Johnson’s wife. 

» The Sunday magazine of the Hart- 
ford, Conn., Courant recently carried 
an article about Hartford Jeweler 
William Savitt’s practice of sending 
personalized cards to all his custom- 
ers when he goes abroad. Savitt sent 
out 10,000 cards on his first trip 23 
years ago to Antwerp. On their eighth 
trip overseas this year, Savitt and 
his family posted 50,000 cards. 

=» Nat D. Shapiro of Lohengrin Ring 
Co. resumed calling on the trade in 
mid-November after an illness had 
kept him hospitalized in Boston for 
six weeks. 

» Handy & Harman has moved its 
Providence plant from 425 Richmond 
St. to 845 Waterman Ave. in East 
Providence. The plant, which was 
established in 1924 by the precious 
metal fabricating and refining firm, 
has been expanded in its move. 

» Henry L. Desjardins, president and 
treasurer of Desjardins Jewelers, Inc., 
in Beverly, Mass., will visit 35 Rotary 
clubs in Rotary district 793 during his 
term as governor of the district. Des- 
jardins was elected at the Rotary con- 
vention in Tokyo last summer. 

» Long’s Jewelers, 40 Summer St. in 
Boston, held a Coffee and Tea Service 
Spectacular, Oct. 16-21, displaying a 
collection of 50 sterling silver ser- 
vices. 

» Wyman Jewelers in Stoughton, 
Mass., have begun a bridal registry 
service, under the direction of Blanche 
Merriam, bridal consultant. 

=» Warren’s Jewelry in Milford, Mass., 
owned by Warren F. Kunz, Sr., has 
moved from the Torosian Bldg. to 
larger quarters in the Home National 
Bank Building. The store has added 
a hi-fi and stereo department and en- 
larged the gift department. 

» Robie M. Liscomb, manager of a 
jewelry store in Gloucester, Mass., 
for the past eight years, has been 
elected manager of the city’s Chamber 
of Commerce. 

=» Jewel House, costume jewelry firm 
in Boston, has opened a _ suburban 
store at the South Shore shopping 
center in Braintree. 

» Robert E. Eyres has been named 
manager of Pond Jewelers in Lowell, 
Mass., which recently completed ex- 
tensive remodeling at its location at 
137 Merrimack St. 

=» G. W. Fairchild and Sons, Inc., 997 
Main St. in Bridgeport, Conn., closed 


ENGLAND 


for a week in early October to com- 
plete a renovation of the store’s in- 
terior. The retail jewelry firm was 
founded in 1865. 

» Nine Providence jewelry manufac- 
turers have signed a three-year con- 
tract with the International Associa- 
tion of Machinists, providing a 20¢ 
hourly wage raise for jewelry ma- 
chinists. The contract brings the mini- 
mum pay to $3.20 an hour. 

» Raymond Lombard, a watchmaker 
in Canaan, Conn., and his son, have 
purchased Frati Bros. Jewelry on 
Main St. in Pittsfield, Me., from Hugo 
and Peter Frati, who will operate a 
jewelry business in Bangor, Me. 

a C. Clifton Winn has sold his jew- 
elry business at 31 S. Pleasant St. in 
Amherst, Mass., to Milford R. Baker, 
who has been employed at the store 
since 1947. 

» Warren’s Jewelry in Milford, 
Mass., has opened in its new location 
at 217 Main St. 

2 A loan exhibition of jewelry and 
art objects designed for private col- 
lectors by Jean Schlumberger during 
the last 20 years was displayed at the 
Wildenstein Galleries in New York, 
Oct. 31-Nov. 11. The exhibit was 
staged by the Newport Preservation 
Society. A preview of the showing was 
attended by Jacqueline Kennedy. 

» Reginald J. White of J. J. White 
Manufacturing Co. in Providence was 
elected president of the Diamond 
Peacock Club at its annual meeting 
in Boston Oct. 27. Other officers are: 
Frederick H. Brown, Scott Jewelers, 
Manchester, vice-president; Angelo 
Del Sesto, Van Dell, Providence, treas- 
urer; and William Coulthurst, Spei- 
del, Providence, secretary. Directors 
are: Charles Bristow; W. Sterling 
Atwater; Leon D. Glass; Joseph 
Buckley; James Evans; Leo Mce- 
Kenna; and Oscar Zaff, past presi- 
dent. 

=» The Parker-Russell Silver Shop, a 
restored 18th Century silversmith’s 
shop, was opened in October at Old 
Deerfield, Mass., a 300-year-old re- 
stored village. The silver shop will 
house a permanent display of prime 
pieces from the American silver col- 
lection of Henry Flynt and his wife 
of Greenwich, Conn. The shop is 
named after two early Deerfield sil- 
versmiths. A collection of antique 
clocks will also be displayed, in recog- 
nition of the fact that small-town 
Colonial silversmiths often doubled as 
clockmakers. 

» The story of gemstones was told 
in the windows of Michaels Jewelers, 
Connecticut retail chain, in October. 
The process of creating gems from 
rough stones was described with pic- 
tures, gem stones and replicas. 
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» B. C. Helzberg, president of Helz- 
berg’s Diamond Shops Inc., told man- 
agers of the 16 Helzberg’s units at a 
recent fall managers’ conference that 
1961 would be the Kansas City based 
chain’s biggest year in its 48-year 
history. The firm’s personnel training 
program is being stepped up in an- 
ticipation of further expansion. 

» John Goll, Jr., who headed the pro- 
gram at the last annual meeting of 
the Illinois Retail Jewelers Associa- 
tion, will present a new talk on “How 
to Sell Diamonds” at the Illinois 
RJA’s annual meeting Feb. 25, 1962. 
» Don Davis, jeweler in Anaconda, 
Mont., has purchased the jewelry 
store of Allan C. Roberts in Ana- 
conda. Roberts, who had been in busi- 
ness since 1942, will do trade watch 
repairing at his home. 

» Charles F. Watkins, jeweler at 6 
S. Main St. in Villa Grove, IIl., has 
sold out to Loran E. Lewis, who is 
operating the business as Lewis Jew- 
elers. 

» Kelvin Schroeder has purchased a 
jewelry store in the Village shopping 
center, Greendale, Wis., from the 
estate of the late John F. Kunda, who 
died last April. 

e Vernon C. Anderson has purchased 
the capital stock of Wood’s Jewelers, 
Inc., at 1702 Second Ave. in Rock 
Island, Ill. Anderson is president of 
the firm, which continues to operate 
under the corporate name. 

e Stager Jewelry in Winona, Minn., 
has moved to a new location at 50 W. 
Third St. 

e Albert Sears, formerly a partner 
in Certified State Pawners, Chicago, 
has opened a retail jewelry and pawn 
business at 6122 S. Halsted St. in 
Chicago. 

» Bulova Watch Co. has closed its 
sales office at 55 E. Washington St. 
in Chicago. Michael Roman, Bulova’s 
Midwest sales manager and represent- 
ative, continues to represent the firm 
from his home in Winfield, Ill. George 
Prytikin, who previously handled the 
watch repair service at the sales office, 
is continuing the lease and is adding a 
line of retail jewelry. 

=» Syd Geller, Lasko Strap Co., chair- 
man of the nominating committee of 
the Golden Roosters of Chicago, an- 
nounced the following slate of officers 
to be installed at a dinner-dance Feb. 
24 at the Drake Hotel: Irving Seltz, 
Automatic Chain Co., chanticleer; 
Melvin Goldman, a lawyer, keeper of 
nest-egg; and Howard Bohlander, A. 
C. Becken Co., scratcher. 

=» Ten representatives of the Chicago 
jewelers Association attended the an- 
nual dinner of the Better Business 
Bureau Nov. 14 at the Palmer House. 
Dr. Don Q. Posin, Ph.D., who con- 
ducts a national educational TV pro- 
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gram, was the speaker at the CJA’s 
first fall luncheon Oct. 19, delivering 
a talk on the space age. The meeting 
was dedicated to the past presidents 
of the CJA. Nine were present at the 
head table. 

=» The Webb C. Ball Co., Cleveland’s 
oldest jewelry store, is going out of 
business. Maurice V. Shane, its pres- 
ident, plans to retire. He said there 


was no one among the descendants | 
of the founder to carry on the busi- | 
ness. Webb C. Ball founded the firm | 


in 1869. 


; ad J 
=m Mayor Jewelry Co. in Cincinnati | 
has moved to a new location at 508 | 


Race St. 


» Zale Jewelry Co. opened its first 


store in Montana in October at 425 
Central Ave., Great Falls. Garn Goff 


is manager of the store, which was | 


formerly Jim Kovich Jewelers. 


» A Jewel Box store, the fifth of a | 


chain, has been opened at 120 S. 


State St., Chicago, by owners Charles | 


Lukoff and Israel Roter. 


» Harding-Bulloch Jewelers of Pueb- | 
lo, Colo., have opened a store in Ala- | 
mosa, Colo., at a site formerly oc- | 
cupied by Vel Hagan Jewelry. The | 
Alamosa store is the third operated | 


by Craig Bulloch and his wife. 
=» Kelley Jewelers, Canon City, Colo., 


retailers for nearly 35 years, have | 


moved to a new location at 522 Main 
St. 

=» The Little Jewelry Store in Wash- 
burn, Wis., operated by Harold Moe, 
has moved from the Eisenberg Wash- 
burn theatre building to Bayfield St. 
and Third Ave. 

» Walt Miller has moved his Mitchell, 
S. D., jewelry store from 114 E. Third 
St. to 305 N. Main St. 


» Trauger Jewelry in Racine, Wis., | 
operated by Charles Leischow, is in a | 
new location at 218 Sixth St. The | 


store was formerly at 311 Sixth St. 

=» Richard and Betty Roth have sold 
their jewelry business in Goodland, 
Kans., to Gary and Marie Walker. 
The name of the store remains Roth 
Jewelry. 

a L. G. Brokenicky, owner of a jew- 
elry store in Fremont, Neb., and his 
son Robert, who has been associated 
with him for three years, have opened 
a jewelry store in David City, Neb. 
The younger Brokenicky is manager 
of the new store. 

=» Comstock’s Jewelry in Republic, 
Ohio, has moved from 53 E. Market 
St. to 102 S. Washington St. With 
an enlarged gift line, the store is now 


called Comstock’s Jewelry and Gift | 


Store. 


=» Andy Valley has opened Valley’s | 
Jewelry & Clock Shop in Racine, Wis.. | 


in a new building at 2400 Lathrop 


Ave. The store was formerly at 1915 | 


Taylor Ave. 
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LAST CALL FOR 


Stock GIFT 
BOXES 


Delay no longer! Anticipate your holiday season 
needs NOW. and place your order. Consult your 
PICTORIAL GIFT BOX CATALOG. Lists hundreds 
of gift boxes and jewelry boxes, all sizes and 
shapes. Features 28 low cost box assortments . .. 
set up and folding boxes for every need. Prompt 
shipment from stock. If you don’t have a PIC- 
TORIAL BOX CATALOG, write for yours today. 
COMPLETE STOCK—FOR IMMEDIATE SHIPMENT. 








PICTORIAL 


PAPER PACKAGE CORPORATION 
232 S. LAKE ST. AURORA, ILL. 














ee 


B AA AG IAG AQ IAG LAG AAG AAG rc Pa 


Jewelry Stocks Wanted 


CASH WITHIN 24 HOURS for 


\"/ \ / b ‘t 


CALL COLLECT FOR CONSULTATION 
Telephone. Oferborn 2-3407 


ol WeilerE G. 


Estoblished 1880 


All inquiries Strictly Con "idential 


MEMBER REFERENCE 
Jewelers Boerd Your locel 

ot Trede Bonk 
Division of M. Y. Finkelman Compeny 
2° 6. Medison S., Chicege 2, tt. 





PS TEV WS 





md Yuu Youd \ae \u \"/ WOW Wr Wz wi 


WE YON Won Vad \cd vot \ue lod \ud \wd \ud we See Tee 





a) 


STYLE #+GI8IE 
STYLE +FI8iH 











<m> __ TROPHIES 
ee “a. TROPAR MFG. CO. 
S. WRITE FOR NEW 
COLOR CATALOG 
274 N. DAY ST. 
Orange, N. J. OR 3-8822 
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CROWN DUCAL Dinnerware BELLEEK® China 
MASON'S Ironstone Ware 


129 Fifth Avenue, New York 3, N. Y. 
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» The Diamond Shop in Hattiesburg, 
Miss., has been opened in a new loca- 
tion at Main and Pine Sts. by Abe 
Pevsner and his son, Sheldon, part- 
ners in the business. 
» Erskine’s Jewelers is now operating 
in its new home in Kinston, N. C., at 
106 N. Queen St. The store’s former 
iocation in the Sutton Bldg. was de- 
stroyed by fire a year ago. 
» McWhorter Jewelers has opened in 
the new Triangle shopping center in 
Summerville, Ga. 
a E. J. Lilius Jewelry in Waynesville, 
C., is now Waynesville Jewelers. 
). J. Lilius and his wife sold the store 
to Zeb Curtis and his wife and Pear] 
Hayes. 
» The opening of the Jewel Box 
Corp.’s Kingsport, Tenn., store in a 
new location featured a window dis- 
play of unusual jewelry, including 
pieces formerly owned by Babe Ruth 
and Mae West, and a duplicate of 
the former Grace Kelly’s engagement 
ring. The store moved from 134 Broad 
St. to 231 Broad St. Jorden’s Jewel- 
ers has moved into the old Jewel Box 
location from across the street. 
» Brodnax Jewelers, 64-year-old Mem- 
phis firm, completed re-modeling of 
its seven-story building at 39 S. Main 
St. Oct. 22. Shortly afterward, Bruce 
McKenzie, general manager, an- 
nounced plans for a second Memphis 
store in the new Laurelwood shopping 
center. The new store will have a 
white marble front and walnut in- 
terior fixtures. The Brodnax firm is 
a member of the Fine Jewelers Guild, 
a division of Zale Jewelry Co. 
» Zale’s opened its third Alabama 
location Nov. 1 in the Huntsville 
shopping center in Huntsville. Ter- 
razzo panels and mosaic tile form the 
exterior of the store, which is man- 
aged by Jasper Bowman. 
» John B. Roan’s Jewelry has moved 
from Smyrna, Ga., to 402 Washing- 
ton Ave. in Marietta, Ga. Roan, a 
watch repairman, and his wife, 
Daisyie, had operated the business in 
Smyrna for the past 10 years. 
» Barr Bros.’ Newport News, Va., 
store has opened in a new location at 
3019 Washington Ave., two doors 
from the location the store occupied 
for 27 years. Leonard Green is man- 
ager of this unit. 
»s Young & Associates, Jewelers and 
Silversmiths, have opened a new store 
in Commerce, Ga., and changed the 
name of their Jefferson, Ga., store, 
formerly known at the Jewel Box. 
=» Kernersville Jewelers in Kerners- 
ville, N. C., will move into a new 
building being constructed at W. 
Mountain and Cherry Sts. 
s Hoeltke Jewelry Co. in Orlando, 
Fla., has moved from 256 S. Orange 
Ave. to 20 E. Washington St. William 


C. Hoeltke and his son, Osear, own 
and operate the firm, specializing in 
the design, manufacture and repair 
of jewelry. 

» Smither Jewelry Co., oldest jewelry 
store in Altavista, Va., has moved into 
new quarters at 608 Broad St. The 
firm was founded in 1910. 

=» Leon’s Eastpoint Jewelers was one 
of 25 new stores opened recently at 
the Eastpoint shopping center near 
Baltimore. 

» Harold Lundstrom, for 16 years 
manager of the former Goff Jewelry 
in Fort Myers, Fla., and his daughter, 
Kristin, have opened a new jewelry 
store on First St. in Fort Myers. 

se Edwards Jewelry Co., founded in 
1895 in Silver City, N. C., by the late 
Tod R. Edwards, Sr., has gone out of 
business. 

» Bernard Abramson has purchased 
Dobb Jewelers in Columbus, Ga., from 
Aaron Funk and his wife. Abramson 
was manager of Ubel Jewelers of Co- 
lumbus, Inc. He has been succeeded 
in that post by John H. Harbin. 

» Robert Fischer has been named 
sales manager for American Jewelry 
Co., a housewares distributor in Bal- 
timore. Fischer has been with the 
firm for 10 years. 

» Montgomery Ward opened a dia- 
mond department Oct. 26 at a new 
store in the Eudowood shopping cen- 
ter in Towson, Md., near Baltimore. 
Watch and jewelry repair are also 
offered. 

» Morton Katz opened his second store 
in the Baltimore area Oct. 26. The 
newest store is in the Erdman shop- 
ping center. Katz was formerly with 
S & N Katz Co., before the latter’s 
store was acquired by Reliable Stores 
Corp. 

se A. Nathan Holtzman has opened 
Martin Jewelers in the Middlesex 
shopping center in Essex, Md. 

» H. Hopfensitz and Bros., 2109 Mag- 
azine St., New Orleans, celebrated 
its 100th anniversary in October, giv- 
ing away $1500 worth of prizes. 

» Friedman’s Jewelers in Columbia, 
S. C., has opened in a new store at 
1533 Main St. 

a Reliable Jewelry & Loan Co. has 
moved from 1110 to 1021 Main St. in 
Lynchburg, Va. 

» A jewelry tree, rooted in a bed of 
erushed rock and tumbled precious 
stones, is an attraction at McCary’s 
Jewelers, which opened recently in 
the Shreve City shopping center in 
Shreveport, La. 

a W. O. Horner & Son has gone out 
of business after 79 years as jewelers 
in Cleveland, Tenn. 

s Alfred Land, owner of a jewelry 
store in Bluefield, Va., has opened 
a store in Richlands, Va., at 2335 
W. Front St. 
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» Lou Klastorin has been named pres- 
ident and Maurice Seiden, vice-pres- 
ident, of Lechenger’s Jewelers, 80U- 
year-old Houston firm. Lechenger’s 
plans to move to the West Bldg., 50 
feet south of its present location at 
815 Main St. The new store will be 
designed in classic regency, an Italian 
Renaissance style. 

a Sid’s Jewelry in Borger, Tex., has 
moved from 612 N. Main St. across 
the street to a new building at 611 
N. Main St. Selling space has been in- 
creased from 360 to 2100 square feet. 
e Otha Hawkins, manager of Zale 
Jewelry Co.’s Muskogee, Okla., store 
for the past three years, has been ap- 
pointed manager of the Zale store in 
Monroe, La. Bill Schmidt, assistant 
manager of the Ponca City, Okla., 
unit, succeeds Hawkins as manager of 
the Muskogee store. 

s Lloyd Jones, a watchmaker, has 
opened Lloyd’s Jewelry at 114 N. 
Main St. in Yale, Okla. 

e Jerry and Carol Goforth, owners 
of Triangle Jewelry in Pawhuska, 
Okla., have purchased Joan’s Gift 
Shop and merged the two businesses 
at the gift shop location in the Dun- 
can Bldg. The firm is now called Tri- 
angle Jewelry and Gifts. 

e Harry Kincaid, Kruger’s Jewelry, 
Wichita Falls, was elected president 
of the North Texas Watchmakers 
Guild at a recent reactivation meet- 
ing of the organization. W. M. Ed- 
wards, governor of the North Texas 
region for the Texas Watchmakers 
Association, arranged the meeting. 
Other officers elected were: Heinrek 
Gudbjartsson, Kruger’s Jewelry, vice- 
president; Dale Gwenn, Gwenn Jew- 
elry, secretary; and Truman Sparks, 
Kruger’s, treasurer. 

a J. A. McKee of McKee Jewelers 
has been elected president of the Dal- 
las Watchmakers and Jewelers Guild, 
replacing Ernest L. Seitzler, who is 
serving as governor of the East Texas 
region of the Texas Watchmakers As- 
sociation. 

»s Joe Helms, manager of Zale Jew- 
elry Co.’s store in Tulsa, Okla., for 
the past six years, has been named 
manager of the Zale store in Bartles- 
ville, Okla. 

» Donald L. Mayerhoefer, formerly a 
jeweler in Indianapolis, Ind., has 
joined Samuel Gordon Co., wholesale 
and manufacturing jewelers in Okla- 
homa City. 

=» Ernerst L. Seitzler, who, with his 
wife, Fay, has operated Fay’s Jew- 
elers for 25 years in the same location 
in Oak Cliff in Dallas, reports an in- 
crease in repair work as a result of 
recent remodeling. The workshop was 
moved from the rear of the store to 
the front. The show window was low- 
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ered to give a clear view of repair 
work being performed. Seitzler is 
stressing “service” in his advertising, 
and says increased traffic has boosted 
sales. 

=» House Jewelry has opened its fifth 
Texas store in the Williamsburg 
shopping center in Paris. Mrs. J. W. 
Morgan is manager of the new unit, 
the second in Paris. 

s Opening of the eighth Daniel’s 
Jewelry in Arizona in October was 
highlighted by the display of a million 
dollars worth of diamonds and what 
was termed the largest natural Ori- 
ental pearl in the world. The new 
store is in the El] Con shopping center 
in Tucson. 

» Orlando Paddock, a certified gem- 
ologist and former diamond buyer and 
department manager for Jaccard Jew- 


elry stores in the Midwest, has joined | 


the staff of Everts Jewelers in Dallas. 
» Lemaster Jewelry in 
Tex., after serving the wholesale 
trade for the past two years, has re- 
turned to retailing at a new 


center. 

s Morris A. Cooper, Lubbock, Tex., 
jeweler, has opened a new shop at 
1012 Broadway, specializing in the 
purchase of old gold and silver. 


a Speed Ravey Jewelry, 507 Polk St., | 
services of | 


Amarillo, now offers the 
a radio and TV repairman. Electrical 
appliance and camera repair is also 
available at the store. 

» Corrigan’s, a Fine Jewelers Guild 
firm in Houston, has opened its fifth 
store in the Sharpstown Mall. 

» Zale Jewelry Co. has purchased the 
Shaw-Kent Jewelry store at 412 Main 
St. in Houston. The Zale unit which 
has been operated at 506 Main St. 
for the past 15 years has been closed. 
» Irvin J. Rieter, a jeweler for 32 
years, has opened Rieter’s Jewelers at 
1923 Elm St. in Dallas. 

» Levit Jewelers in Houston has 
adopted a profit-sharing plan for em- 
ployees at the firm’s two stores. Levit 
also announced the appointment of 
Walter Stokes as sales manager of the 
store at 510 Main St. 

a Sterling Jewelry and Distributing 
Co. in Dallas opened a second store 
in late October on the Northwest 
Highway. 

» Antin’s Jewelers and Gift Counsel- 
lors in New Orleans have moved from 


114 Baronne St. to new and larger | 


quarters at 308 Royal St. The firm 


also operates a suburban store at 702 | 


S. Carrollton Ave. 

a Jack Bishop, watchmaker and man- 
ager of the repair department at Rob- 
son Jewelry, 228 W. Texas Ave. in 
Baytown, Tex., has been named as- 
sistant manager of the store. 








Amarillo, | 


loca- | 
tion in the Southlawn Plaza shopping | 





CASH 


FOR YOUR SURPLUS 
SILVER, DIAMONDS 
and JEWELRY 


We will pay cash for any of your ster- 
ling patterns. We are interested in any 
quantity, large or small—active, inactive, 
obsolete. new or used. 


Send shipment for immediate offer. 
Our check covering payment in full 
mailed same day merchandise is re- 
ceived. Silver will be held intact await- 
ing your acceptance or rejection. 


We are also interested in coop- 
erating with jewelers who receive 
calls for older sterling patterns 
that are no longer available. 


Will also buy diamonds—any size and 
quality—as well as antique and modern 


jewelry. 


Reference: Dun and Bradstreet 
The First National Bank of Memphis 


Julius Goodman & Son 
Memphis Jewelers Since 1862 


113 MADISON AYE. ° MEMPHIS, TENN. 








Lowest 
Wholesale 
Prices 


Gold Medal —~ 


HIGH AWARD BRUSSELS INTERNATIONAL EXHIBITION 


Disect fom Over 


58 I ee 


WRITE AIRMAIL FOR PRICE LIST 


JOACHIM GOLDENSTEIN 
Diamond Club, Antwerp, Belgium 





NEW ENGLAND'S HOUSE OF MOUNTINGS 
We can alter any of our rings to your specifica- 
tions including proper finger size.—Fast cour- 
teous service. Mountings with or without dia- 
monds, cocktail mountings with or without 
diamonds, gents mountings, plain, beaded and 
fancy wedding rings, lodge and stone rings 
both for ladies and gents. 
J. SEGALOFF & SONS 
333 Washington St., Boston 8, Mass. 
Tel. LA 3-1347 

















ADD A MUSIC DEPARTMENT 
WITHOUT INVESTMENT 


Make extra profits selling musical instruments 
from our big catalog. Complete assortments. 
National brands. Lowest wholesale prices. No 
inventory. No investment. Write for catalog. 


HECKER INDUSTRIES — Kirkwood 22, Mo. 
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THEY SEE—THEY BUY 
YOU 
aa 
Viet 


DIAMONDS! 


GEMOLITE MARK V 


With exclusive zoom feature to add amaz- 
ing impact toevery diamond presentation. 
Continuous flow of wide field magnifica- 
tions and steroscopic viewing portrays 
jewelry, diamonds, and gems in true per- 
spective. Adjustable dark and light field 
illumination. Lets the customer see what 


he’s buying. Closes more sales. 
Write for complete information 


GEMOLOGICAL INSTITUTE of AMERICA 
11940 San Vicente Bivd., Los Angeles 49, Cal. 








SEE 
CLASSIFIED 
ADS 

PAGES 112-116 











GOLD COINS 


Of United States, European Countries, 
Turkey BARGAIN PRICES—espe- 
cially the gold coins of Turkey, which 
are very low priced in relation to gold 
content. They are all bargains because 
gold is the only commodity still selling 
ct the 


rise. Inflation is real—protect yourself 


1934 price—and due for a 


by buying gold coins. 
Please let me give you the full story— 


write: 


LOYD L. PARKER, IMPORTER 








BOX 88066 HOUSTON, TEXAS 











EMERALDS 


Loose or mounted. Memo selections to rated 
lewelers. Write 


I. WIDESS & SONS MAdison 6-147] 
220 W. Sth Street, Los Angeles 13, Calif. 








WEST COAST 


'm Stanley O. Jacobs, of the Los An- 
_geles firm of the same name, is the 


new president of the Jewelers 24- 


Karat Club of Southern California, 


which held its 17th annual champagne 
dinner dance Oct. 19. 

=» Members of the Northern Cali- 
fornia Guild, American Gem Society, 
met at the Bellevue Hotel in San 
Francisco, Nov. 15. Lee Sparrow, L. 
Sparrow & Co., San Francisco, spoke 
on cultured pearls. 

» Les Marvin of Pandolfi Jewelers 
turned the gavel over to newly elected 
President Henry Johnson of Gilchrist 
Jewelers at the Oct. 25 meeting of 
the Santa Barbara Watchmakers and 
Jewelers Guild. Serving with Johnson 
are: Joe Johovic, Goleta Jewelers, vice- 
president; Alton Van Schieck, Mesa 
Watch & Clock Shop, second vice- 
president; Bob Brian, Churchill’s, 
secretary; and Haller Good, The 
Time Shop, treasurer. Ivan C. Dun- 
lap, founder of the group, was hon- 
ored on his 80th birthday. 

» Julius Loeb, Loeb & Velasco, Oak- 
land, Cal., was guest speaker at the 
Oct. 3 meeting of the Contra Costa 
Watchmakers & Jewelers Guild. He 
described the activities of the Better 
Business Bureau. 

=» Members of the Golden Nuggets of 
Southern California met Oct. 2 in 
Los Angeles, with Tony Sheehan of 
American Charm, vice-president pre- 
siding in the absence of Rudy Apfel 
of Orange Blossom. 

»s Max Adler, owner of Gem Jewelers 
in Los Angeles, held a formal open- 
ing recently of his new store at 5048 
York Blvd. 

» Rudolph Olson, Olson Jewelers, 
2471 Mission St. in San Francisco, 


| has increased his giftwares depart- 


ment, adding crystal, ceramics and 
china. 

=» New manager at Lawson’s Jewelry, 
Lancaster Blvd. in Lancaster, Cal., is 


_Howard S. Avery, formerly in the 
| jewelry business in Salina, Kans. 


2» A new store, Tagge’s Time & 


|_Jewelry Shop, has been opened by 
'_Harold and Betty Tagge at 756 W. 


Lancaster Blvd. in Lancaster, Cal. 
=» Felix Cox, owner of The Three 
Jewelers in Portola, Cal., has moved 


| his store to 117 Commercial St. 


» Name of Wilkins Jewelry at 748 
Main St. in Red Bluff, Cal., has been 


|_ changed to Jones Jewelry. Alice and 
| Sterling Jones have owned and oper- 


ated the business since 1958. 


'm Lee’s Jewelry Co. in Eureka, Cal., 
has moved to 526 Fifth St. from 


Fourth and G Sts. 

=» Mike Navarra, previously with 
Williams & Petersen, wholesale 
Jewelers’ supply firm in San Fran- 
cisco, has rejoined the company after 


several years’ absence, as a material 
man. 

» Marguerite MacCartney is now in 
charge of the new E. W. Reynolds 
Co., office and showroom, 708 Metro- 
politan Bldg., Los Angeles, which 
opened Oct. 10. 

» Milton Levinson, Jack Weis, and 
George Gappersberger have re-opened 
Crown Jewelers at 807 Kay St. in 
Sacramento, Cal. 

» James H. Stearns recently was 
named display manager for Gump’s, 
250 Post St. in San Francisco. He 
has been with the store for five years. 
» Armand S. Lever has been ap- 
pointed advertising manager for Kay 
Jewelers’ West Coast stores. He will 
make his headquarters at 2548 Mis- 
sion St. in San Francisco. 

» Paul deVries, Inc., diamond cutters 
and importers, have moved their Pa- 
cific Coast office from 185 Post St. to 
300 Post St. in San Francisco. 

» Kuhn Jewelers, 2399 Broadway in 
Redwood City, Cal., has been sold to 
Morris Ruddick. 

» Formal opening of a newly re- 
modeled Weisfield’s store at 925 
Broadway in Tacoma, Wash., was 
held Sept. 7. Jack Gruber is manager 
of the store, which employs 33. 

=» Stanley Golub, of Simon Golub & 
Sons, Seattle, has been appointed 
vice-chairman for the 13th regional 
area of the Advisory Council for the 
Small Business Administration. 

=» George R. Dodson, Inc., has opened 
its first branch store in the mall at 
Shadle Center in Spokane, Wash. 

=» Leyle Britton, formerly of Dickin- 
son, N. D., has purchased Olympia 
Jewelry, 217 Fourth Ave., E., Olym- 
pia, Wash., for Margaret Turner. 

»s Richter Jewelry in Arlington, 
Wash., has been purchased by R. J. 
Buttel and his wife. 

» The 1962 convention of the Pacific 
Northwest Retail Jewelers will be in 
Portland, Ore., next Sept. 9-10. 

=» Members of the Oregon State 
Jewelers Association met in Salem, 
Ore., recently to honor the organiza- 
tion’s retiring officers and to install 
those elected for this year. 

» Doyle Saterlee has opened a new 
jewelry store in Madras, Ore. 

2» Miller & Breall in Portland, Ore., 
owned by Harry Breall, has merged 
with the Frank Breall Jewelry store 
in Portland. 

» Joe Renier, formerly a watchmaker 
with Miller & Breall in Portland, 
Ore., has opened a new store at 8410 
N. Lombard St. 

=» Cliff and Melva Harthill opened a 
jewelry store and repair shop in 
Rosalia, Wash., Nov. 4. 

» Alcazar Jewelers in San Francisco 
has moved to 115 O’Farrell St. 
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Executive Appointments 





Thomas W. Goodwin, chief engi- 
neer of the Gorham Corp., has 
been elected a vice-president. He 
will coordinate corporate  pro- 
grams for plants and equipment, 
in conjunction with all Gorham 
subsidiaries. In addition, Good- 
win will work with the personnel 
department in its management de- 
velopment and employee training 
programs. Since joining Gorham 
in 1926, Goodwin has been princi- 
pally responsible for all plant 
maintenance and engineering. 


Charles J. Urban has joined Ben- 
rus Watch Co. as vice-president, 
marketing, for all of the com- 
pany’s consumer goods products. 
Urban was formerly marketing 
manager of the Bryant Electric 
Co., a subsidiary of Westinghouse 
Electric Corp. Prior to joining 
Bryant earlier this year, Urban 
served in other capacities for 
Westinghouse for 12 years, most 
recently as manager of marketing 
for the radio and television divi- 
sion. His affiliation with Benrus 
was hailed by Jay Kay Lazrus, 
executive vice-president, as “an 
important move in the company’s 
plan to expand current and future 
operations in the consumer prod- 
ucts field.” 


Harry Sholl, vice-president in 
charge of marketing and a direc- 
tor of Chicago Printed String Co., 
has resigned. His duties, which 
included sales and merchandising, 
have been assumed by Sol Weiner, 
president of the large manufac- 
turer of decorative gift wrappings 
and industrial tieing materials. 
Sholl joined the Chicago-based 
firm in 1948 as advertising man- 
ager. He became a vice-president 
and board member in 1956. 


Edwin L. Mendenhall has been 
elected president of L. E. Water- 
man Pen Co., Ltd., succeeding Liv- 
ingston Goddard. David Van AIl- 
styne, senior partner of the New 
York brokerage firm of Van Al- 
styne, Noel & Co., has been named 
chairman, replacing H. J. Hoxley. 
Mendenhall was secretary and 
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Goodwin Urban 


general manager of Barker Poul- 
try Equipment Co. of Ottumwa, 
Ia., when that firm was acquired 
by Waterman a year ago. He then 
became a vice-president and direc- 
tor of Waterman’s U. S. subsidi- 
ary, Barker Automation, Inc., New 
York. 


Gordon’s Jewelers, Houston-based 
retail chain, has promoted three 
executives to  vice-presidencies. 
They are: V. M. Beasley, in charge 
of planning; L. T. Hampton, cred- 


its and collections; and Joseph 
Walsh, advertising. Beasley, who 
has been with the firm for 19 
years, has been responsible for 
the design, construction and fur- 
nishing of new stores. Hampton 
has been with Gordon’s 10 years. 
Walsh has been the chain’s ad- 
vertising director since 1956. 


Shigeo Shima has been named di- 
rector of engineering for the Sony 
Corp., Japanese manufacturers of 
electronic equipment, transistor 
radios and television sets. Shima 
was previously director of the re- 
search center of NHK, large non- 
profit radio and TV network in 
Japan. 


Benrus gets $2 million 


in defense contracts 


Benrus Watch Co.’s Waterbury 
division was awarded defense con- 
tracts in October worth more than 
$2 million, primarily for guided 
missile equipment. The new con- 
tracts bring the company’s total 
backlog in defense work to the 
highest level since World War II. 





| 


— 


Dorothy I horpe 


™ Dorothy Thorpe originals, 
= modern or traditional, beautifully 
executed in gem-like crystal, sterling 


NEW! 
3 pc. Coffee Carafe, silver and 
crystal with ceramic warmer 
3 tier Canape Server, crysta! 
& silver band 
Silver Band Prices Retail! from 
$1.00 to $50.00 


silver and 22k gold-dining accessories, service pieces, crystal 
stemware, giftwares, imports and decorative items — 
every piece bears the unmistakable stamp of the 


master-designer. 


Write for free color catalog 


DOROTHY C. THORPE, INC. 


902 Thompson Avenue, Glendale 1, Calif. 


225 Fifth Avenue. Suite 1239, 


. 10, N.Y. 








Obituaries 











Carl A. Schultz, president of the 
Silver City Glass Co., Meriden, 
Conn., died Oct. 9. Schultz was ac- 
tive in the civic affairs of Meriden 
and the local communications in- 
dustry. 

William H. Jackson, 
and watchmaker, who operated his 
own store in Rochester, N. Y., for 
the past 46 years, died Oct. 6. 
Alfred A. Busch, 72, who founded 
Busch Jewelers in Rockford, IIl., 
in 1928, died Oct. 16. He and a 
brother established Busch, 
inc., Lansing, Mich., in 1918. 
Frederic C. Kunz, a jeweler in the 
Washington Bldg. in Boston for 
many years, died several months 
ago. 

Monrad C. Wallgren, 70, former 
governor of Washington, who op- 
erated a retail jewelry store in 
Everett, Wash., died Sept. 18 from 
injuries received in an automobile 
accident. 

James J. Fowler, 79, an engraver 
of ivory costume jewelry in Ed- 


75, jeweler 


also 


monds, Wash., for 
died recently. 

Earl M. Wilkinson, 72 founder of 
the oldest retail jewelry store in 
Pomona, Cal., died Sept. 23. Wil- 
kinson established the business in 
1911 and operated it for more than 
40 vears under his own name. It is 
now J. Herbert Hall Jewelers. 
Oscar LeRoy Whitaker, 77, manu- 
facturing jeweler in Glendale, 
Cal., for 38 years, died Sept. 23. 
Clifford F. Pugh, 68, president of 
Pugh Bros. Jewelry Co. in Pitts- 
burgh, Pa., died Oct. 10. Pugh 
opened his first store 42 years ago 
in Glenwood, Pa. 

Walter C. Hogan, 54, president of 
Smith Jewelry Co. in Sioux Falls, 
S. D., died Oct. 6. 

Morris Becker, 75, founder of New 
York’s oldest jewelry exchange, 
died Oct. 18. Becker opened the 
Manhattan Diamond Center about 
45 years ago with 30 participating 
jewelers. It was the first time a 
group of New York wholesale and 
retail jewelers had shared the 
same trading space. 

James Winchester, 65, a jeweler 
in the Southwest since 1919, died 
Sept. 6. Winchester operated a 


many years, 
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Promotional 
Items 
Available 
On-Guaranteed 
Sale-Basis 





All Phones 
RAndolph 
6-9550 





J. BIELER PROMOTIONS 
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WE CAN SUPPLY YOU WITH A COMPLETE SALES PROMOTION PACKAGE CONTAINING MATS—ADVERTISING 
COPY—SALE CARDS—BANNERS—PENNANTS—STRING TAGS AND A BOOKLET WITH RADIO CONTINUITY 
AND INSTRUCTIONS HOW TO SUCCESSFULLY RUN YOUR OWN SALE FOR $50.00 


| 


E-WIDE SALE? 


orig $50.00 
IS YOUR 
COST—FOR 
OUR “DO-IT 
YOURSELF" 
COMPLETE 
PROMOTION 
KIT 








Clans See Oe sh aes 


WHOLESALE DISTRIBUTORS 
29 E. Madison St. (Heyworth Bldg.) Chicago 2, Ill. 
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store in Shamrock, Tex., from 1928 
until last January. 

Jacob Hartstein, who operated 
Hartstein Jewelers in Midland, 
Pa., for some 40 years, died Sept. 
15. 

James G. Bishop, 67, operator of a 
jewelry and watchmaking busi- 
ness in Gilmer, Tex., for the past 
47 years, died Oct. 1. 

Frank N. Dunning, 66, who was a 
vice-president and general man- 
ager of Busch & Sons, jewelers in 
Newark and Summit, N. J., until 
his retirement this year, died Oct. 
22. 

Benjamin A. Lambert, Sr., 67, a 
former vice-president of Williams 
& Anderson Jewelry Co. of Provi- 
dence, died Oct. 19. He was em- 
ploved with the manufacturers of 
emblematic jewelry for 47 years. 
Oren H. Berry, associated with 
Lester & Co., Springfield, N. J., 
jewelry concern for the last 35 
vears, died Oct. 22. 

Edward Dalling, 50 owner of Ed- 
die’s Jewelry in Toledo, Ohio, died 
Oct. 18. 

E. L. Hassig, Kansas City, Mo., 
jeweler, died recently. MHassig 
owned his own store until four 
vears ago and had since operated 
a repair department in Franklin 
Bros. Jewelry Co. 

John D. McQuirter, 49, Memphis, 
Tenn., jeweler, died Oct. 11. He 
was a partner in the family firm, 
John McQuirter & Sons, estab- 
lished by his father. 

Guy Swarthout, 82, operator of a 
jewelry store in Dundee, N. Y., for 
more than 50 years, died Oct. 25. 
William W. Hobe, 80, president of 
Hobe Cie, Ltd., and Hobé Jewelry 
and Pearl Co., New York, died Oct. 
31. Hobé, a jewelry designer, 
founded the American branch of 
Hobé Cie, Ltd., 50 years ago. In 
1907, he became the only Ameri- 
can ever to win the Florence In- 
ternational Design Award. Among 
the women for whom he designed 
jewelry were Theda Bara, Alice 
Faye. Loretta Young, Betty 
Grable, Jean Harlow, Irene Dunne 
and Carole Lombard. He was a 
past president of the Hobby Guild 
of America. 

Andrew L. Dolfinger, 69, a former 
goldsmith and silversmith in New- 
ark, N. J., died Sept. 26. 

Andrew Tancredi, 67, with J. Wiss 
& Sons Co., Newark, N. J., for 40 
years, died Sept. 20. 
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COMING EVENTS 


DECEMBER 


2 Providence Jewelers Club annual 
dinner-dance Sheraton-Biltmore Ho- 
tel. 

JANUARY 

6—Chicago Jewelers Association 
annual banquet, Conrad Hilton Hotel. 

7-10—Miami Gift, Jewelry and Toy 
Show, Miami Bayfront Auditorium. 

7-12—-Atlantic City China and 
Glass Show, Convention Hall, Atlantic 
City, N. J. 

9—Diamond Manufacturers & Im- 
porters Association of America annua! 
affair, Plaza Hotel, New York. 

13—The 24 Karat Club of the City 
of New York annual banquet, Wal- 
dorf-Astoria Hotel, New York. 

14-17—Pittsburgh Gift Show, Penn 
Sheraton Hotel, Pittsburgh. 

21-24—Atlanta Gift Show, Munici- 
pal Auditorium and Merchandise 
Mart, Atlanta, Ga. 

21-26—California Gift Show, Av- 
bassador and Biltmore Hotels, Brack 
Shops, Merchandise Mart, Los An- 
geles. 

22-26—San Francisco Winter Mar- 
ket, Western Merchandise Mart, San 
Francisco. 

28-31—-Buffalo Gift Show, Statler- 
Hilton Hotel, Buffalo. 

28-31—Washington Gift Show, Wil- 
lard Hotel, Washington, D. C. 

28-31—Carolina Gift Mart and Car- 
olina Jewelry Mart, Radio Center, 
Charlotte, N. C. 

28-31 — National Association of 
House to House Installment Com- 
panies, annual trade show, Hotel Com- 
modore, New York. 

28-Feb. 1—Parker House, January 
Gift Show, Parker House, Boston. 


FEBRUARY 


3—Boston Jewelers Club annual 
banquet, Hotel Statler, Boston. 

4-7—San Francisco Gift Show, 
Brooks Hall, Sheraton - Palace, St. 
Francis and Sir Francis Drake Ho- 
tels and Western Merchandise Mart, 
San Francisco. 

11-13 — Portland Gift Show, New 
Memorial Coliseum and Plaza Hotel, 
Portland, Ore. 


Hotel, Springfield. 
25-27—Spokane Gift Show, Daven- 
port Hotel, Spokane, Wash. 
25-28—Ohio State Gift Show, Desh- 
ler-Hilton Hotel, Columbus. 
26-27—Canadian Jewelers Associa- 
tion annual convention, Toronto. 


MARCH 


4-7—35th Denver Gift and Jewelry 
Show, Albany Hotel. 

4-8—Detroit Gift Show, Statler- 
Hilton and Sheraton-Cadillac Hotels, 
Detroit. 

10-13—American Watchmakers In- 
stitute convention and International 
Watchmakers and Mechanical Instru- 
mentation Congress, Hotel Commo- 
dore, New York. 

17-18—Kansas Retail Jewelers As- 
sociation annual convention, Lassen 
Hotel, Wichita, Kans. 

18-20 — Indianapolis Gift Show, 
Claypool Hotel, Indianapolis. 

19-23—Industrial Diamond Associa- 
tion of America, Inc., annual conven- 
tion, Hollywood Beach Hotel, Holly- 
wood, Fla. 

24—-Manufacturing Jewelers & Sil- 


versmiths of America Ine. annual 
banquet, Hotel Statler, Boston. 
31-Apr. 3—American Gem Society 
annual conclave, Washington, D. C. 
31-Apr. 10—46th Annual Swiss In- 
dustries Fair, Basle, Switzerland. 


APRIL 

8-9—-Alabama Retail Jewelers As- 
sociation annual convention, Dinkler- 
Tutweiler Hotel, Birmingham, Ala. 

29-May 8—Hanover Fair, Hanover, 
Germany. 

MAY 

11-22— U. S. World Trade Fair, 

Coliseum, New York. 


JUNE 
3-4—Watch Material] Distributors 
Association of America convention, 
Edgewater Beach Hotel, Chicago. 


JULY 
28-29—Oklahoma Retail Jewelers 
Association annual convention, Mayo 
Hotel, Tulsa. 


AUGUST 

5-9—57th Retail Jewelers of Amer- 
ica Convention and Trade Show, Wal- 
dorf-Astoria Hotel, New York. 

19-20—Rocky Mountain Retail Jew- 
elers gift show and convention, Cos- 
mopolitan Hotel, Denver. 

24-25—Retail Jewelers of Montana 
annual convention, East Glacier. 

26-29—Ohio State Gift Show, Desh- 
ler-Hilton Hotel, Columbus. 


How UP-TO-DATE are you? 


Over 1,000 of your fellow-jewelers have traded in their old model 
for the FIRST NEW ENGRAVING MACHINE IN YEARS. 
How about you? 


3 TIMES 
DEEPER 
ENGRAVING 
DEPTH 


SO SIMPLE 
TO OPERATE 


40%, more 
ENGRAVING 
SIZES 


EVERYBODY __ 
AND WE MEAN 
EVERYBODY . “a 
CAN BE HIS OW 
ENGRAVER, ON . 
TRACER-GUIDED 
ENGRAVOGRAPH 


18—Horological Society of New 
York 96th anniversary banquet and 
convention, International Theater 
Restaurant, New York. 

18-21—-Seattle Gift Show, Navy 
Pier #91, Olympic and New Wash- 
ington Hotels and Terminal Sales 
Bldg., Seattle, Wash. 

18-23—Dallas Market Center Spring 
Gift and Jewelry Show, Trade Mart, 
Market Hall and Mariott Motor Hotel. 

25—Illinois Retail Jewelers Asso- 
ciation annual meeting, St. Nicholas 


ENGRAVES 
EVERYTHING 
FROM THE 
SMALLEST 
CHARM TO A | 
REVERE BOWL 


SEE IT NOW! For a free demonstration, contact your New 
e Hermes representative or write to New Hermes. 
reew: feerm’es ENGRAVING MACHINE CORP. 


154 WEST 14th STREET. NEW YORK 11. N.Y. IN CANADA: 359 St. James Street West, Montreal, P.Q 
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AUCTION AND 
PROMOTIONAL 
SALES SPECIALISTS 


. BRILL & COLMES HAVE AN 
OUTSTANDING RECORD OF 
SUCCESS 

For 36 years, we have charted the 


right course for jewelers through- 
out the U. S. and Canada. 


. BRILL & COLMES HAVE CON- 
DUCTED MORE SALES THAN 
ANY OTHER SALES ORGANIZA- 
TION! 


During the past 36 years, we have 
helped thousands of jewelers raise 
cash through stock liquidation, flat 
or auction sales, going-out-of-business 
sales, etc. This vast experience is 
available to you! 


. BRILL & COLMES WILL NOT 
UNDERTAKE A SALE UNLESS 
PRELIMINARY ANALYSIS INDI- 
CATES SUCCESS! 

After we study your problem (with- 
out obligation to you) we will tell 
you what results you can expect. 
We never promise anything we can- 
not accomplish. Our records prove 
that in many cases the results were 
far better than were anticipated! 


. BRILL & COLMES GIVE ALL 
SALES PERSONAL SU?ERVISION 


Whether your business is large or 
small, Robert Brill and Louis Colmes 
will give your sale the attention it 
requires to be successful. Our per- 
sonnel cre well-trained and have been 
with us for years! 


lf you prefer to sell your 








News of Personnel 








Gibson Greeting Cards, Ince., has 
announced the following personnel 
changes: 

Clarence Baker has been appointed 
sales manager of the Parkay Party 
Papers division in Cincinnati. He also 


George Forman Maurice Gotkin 


retains his present responsibilities as 
sales development manager. 

Clyde G. Moody of Tennessee has 
assumed the South Carolina and east- 
ern Tennessee sales territory. 

John J. O'Neil has been selected to 
cover northeastern Ohio and Paul F. 
Murphy has taken over New Hamp- 
shire and Maine. 


Watch Co. He will have responsibility 
for the development of jeweled watch, 
Accutron and radio-stereo sales pro- 
motion programs. 

Bulova also announced the appoint- 
ment of new sales representatives 
for territories in Minnesota, Wis- 
consin and the Washington, D. C., 
area. They are Maurice Gotkin, Terry 
Wootton and Sidney Pearce. The 
three have long experience in the 
jewelry and jeweled watch field. 


Two personnel changes were an- 
nounced by Chicago Printed String 
Co.: 

Alden Tyler has been appointed 
manager for the export division. He 
also will be executive assistant to 
the president for special assignments. 

George McNally has been trans- 
ferred from New York to Chicago to 
assume the position of industrial di- 
vision sales manager, replacing Tyler. 


Alden Tyler George McNally 


_ 
ee 


Winifred Sadeck! 


Lee J. Leonard 


Parker Pen Co. has announced two 
personnel promotions: 

George B. Wright was named sales 
manager and Graham C. Butler ap- 
pointed manager of national market 
development. Wright is responsible 
for the field sales force and distribu- 
tion methods and procedures. Butler 
is responsible for new distribution 
patterns and techniques in the do- 


store—Brill & Colmes will 
give you top dollar! 


Write *« Wire © Phone Collect 
No Obligation 


BRILL & COLMES 
and Associates, Inc. 
Auctioneers and Sales Specialists 


45 West 45th St., N. Y. 36 JU 6-2334 


Members Jewelers Board of Trade 


mestic market. 


Lee J. Leonard has been named na- 
tional sales manager for the Syroco 
and Crestyle divisions of the Syra- 
cuse Ornamental Co. He has been 
with the firm for more than 10 years. 





Graham C. Butler George B. Wright 


In Strict Confidence 

Herbert M. Stein has been named 
vice president of marketing for Ron- 
son Corp.’s U. S. consumer products. 
He joined Ronson in 1949 as sales 
promotion manager. 


Winifred Sadecki has been ap- 
pointed director of educational serv- 
ices for Towle Silversmiths. She will 
direct the firm’s “Table Setting Fes- 
tival” program and assist in market 
research and product development. 


George Forman has been named 
sales promotion manager of Bulova 
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N CW § of Products... Promotions 





Tie clasps, rings featured 
on new Rust Craft cards 


Gift tie clasps and rings are fea- 
tured on juvenile cards in Rust Craft’s 
1962 “Monthly ' Birthday” _ series. 
Birthday cards in the boy’s series 
have detachable tie clasps with the 
birthstone-of-the-month. The girl’s 
numbers have gift rings with adjust- 
able bands and a birthstone. 

The adult series features an ap- 
propriate flower and birthstone. The 
cards retail at 25¢, packaged in self- 
displayer boxes which show 24 cards 
and envelopes, some from each group. 

A background sign that locks two 
display boxes together is provided 
without charge with the purchase of 
a complete assortment. 

Contact Rust Craft Publishers, Rust 
Craft Park, Dedham, Mass. 


Charison offers 14K charms 
in new ‘Dog Motel’ display 
The Charlson Corp., which opened 


its showroom for the trade in Octo- 
ber, merchandises 14K gold jewelry 





of “unusual and distinctive” design. 
Its “Dog Motel,” a display for dog 
charms, is being used by more than 
75 jewelers and department stores 
throughout the country. A cross-sec- 
tion of a miniature motel, it shows 62 
charms, each a model of a popular 
breed. The charms retail from $8.50 
to $90. 

Contact the Charlson 
Fifth Ave., New York. 


Corp., 745 


Parker's ‘presentation’ sets 
available at four price levels 


The Parker Pen Co. has unveiled a 
new series of three-piece “presenta- 
tion” sets for its “45” pen line. The 
gift sets include the “convertible 45” 
pen, a matching mechanical pencil 
and matching “T-Ball Jotter” ball- 
point. 

The company designed a new series 
of matching “Jotters’” for the sets, 
which will be available individually 
as well. 

The sets will be sold at four price 
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levels, starting with the “45 Stand- 
ard” presentation set in a variety of 
colors at $11.40 retail gift boxed. The 


er 


or ..— 3 
“45 Jotter” is $2.45 retail. 

At the top of the line is the “45 
Insignia” set at $25.50 retail; with 
the “45 Insignia” pen at $6.75 retail. 

The 95¢ converter, usually available 
as an optional accessory, will be in- 
cluded without charge in conjunction 
with Parker’s nationally advertised 
Christmas program. 

Contact the Parker Pen Co., Janes- 
ville, Wis. 


Rhapsody offers new catalog 


for diamond wedding rings 


Rhapsody has announced that a 
new color catalog of diamond wed- 
ding rings is now available. Contact 
Rhapsody, Inc., 914 Walnut St., Phila- 
delphia, Pa. 


Traub says ‘Orange Blossom’ 
exceeded sales expectations 


Traub Mfg. Co. reported that its 
“Orange Blossom” ring, said to be 
the most expensive unjeweled engage- 
ment ring currently offered, has 
passed all sales expectations. The firm 
said it did not expect the ring “to set 
sales records,” since it was primarily 
aimed at exclusive jewelers, but “high 
consumer demand has created a snow- 
balling acceptance” of the style. 

It utilizes both white and yellow 
18K gold. The ring is white gold over- 


laid with a narrow ribbon of yellow 
gold encircling the band at the mid- 
dle. 

A brilliant cut diamond is held up 


and away from the body of the ring 
by white gold prongs. 

Contact Traub Mfg. Co., 1934 Mc- 
Graw St., Detroit, Mich. 


J-B offers new displays 
for watch bands and ‘Idents' 


J-B is offering a new blue and 
white velvet display of watch bands 
designed exclusively for diamond 
watches. 

The display comes with six white 
bands; two ‘“Intermezzos,” three 
“Telescopes” and a “Snake Chain.” 
Two white velvet collars are pro- 
vided so the jeweler can display 
watch and band ensembles. 

To capitalize on the teen-age market 
the firm is offering a compact “Photo- 
Vue Ident” display. Display assort- 
ment “MM 4” includes four matching 
“Tdents” for boys and girls with 
Venetian finish and expansion links. 
Two are gold filled and two stainless. 

One matching set is displayed; all 
are gift packaged. 

The firm said a his and her “sweet- 


heart” theme inscribed on a dimen- 
sional tree trunk facsimile helps cre- 
ate consumer interest in window or 
counter. 

Contact Jacoby-Bender, Inc., 62-10 
Northern Blvd., Woodside, N. Y. 


Helbros radio and TV selling 
heaviest in 10 years 


Helbros Watch Co. announced it is 
participating in its heaviest adver- 
tising campaign for radio and tele- 
vision time in 10 years. 

The program, which started Nov. 
13 and will continue until Christmas, 
consists of 10-second spots on 40 radio 
and television stations. 

The spots are intended to support 
the company’s print campaign, which 
includes “audience participation” ads 
which invite the reader to try on the 
actual size watches pictured. The ads 
appear in Life, Saturday Evening 
Post, Good Housekeeping, Playboy, 
Esquire and Seventeen. 





Shari offers free display unit 
to promote sterling charms 


This new display from Shari holds 
12 sterling silver, rhodium-finished, 


1%-inch disc charms, each brocaded 
with applied filigree frames. 

The unit is supplied without charge 
with a balanced assortment of a dozen 
charms at $72 Keystone. Substitutions 
or duplications of particular charms 
will be made to suit the retailer. 

Contact Shari Enterprises, Inc., 102 
Canal St., New York. 


Howard Miller catalog shows 
new ‘Barwick’ collection 


The Howard Miller Clock Co. has 
issued a new catalog for its “Bar- 
wick” collection. Included is a large 
number of pendulum clocks. The firm 
said the “nostalgic overtones” of 
pendulum design have been favorably 
received by dealers and decorators 
working in both contemporary and 
traditional interiors. 

Contact the Howard Miller Clock 
Co., Zeeland, Mich. 


Sylvania Jewelry offers 
new 52-page ‘Charm Album' 


Sylvania Jewelry Mfg. Co. an- 
nounced two individual jewelry cata- 
logs, “The Charm Album” and a con- 
sumer gift guide, are available to re- 
tailers. 

“The Charm Album,” a 9x12-inch, 
52-page booklet with colored illustra- 
tions, features a selection of original 
designs in men’s and women’s jewelry 
and accessories for year-around sales. 


The consumer guide has 16 colored 
pages of 14K gold gift items for 
Christmas selling. Sylvania said it is 
designed for low-cost consumer mail- 
ings. 


100 


Both books can be purchased in 
quantity; the price includes the re- 
tailer’s own imprint on the cover. 

The consumer edition is priced at 
$98 per 1000 catalogs, less on larger 
quantities. “The Charm Album” is 58¢ 
per copy for orders of 100; 40¢ each 
for orders of 2500. 

Both are coded triple Keystone. 
Samples copies are available from 
Artistic Reproductions Inc., 327 E. 
29th St., New York. 


‘Personal letter’ to parents 
spurs typewriter sales 


A direct mail campaign designed 
to reach the parents of high school 
and college students has been launched 
by the Remington Rand portable type- 
writer division of the Sperry Rand 
Corp. 

The ads contain coupons to be 
filled out by the student, requesting 
that the firm write a letter to his 
parents. The ads, which feature the 
“Monarch” and the “Holiday” models, 
are being placed in 175 college news- 

How to convince your 
parents you need a new 
HOLIDAY PORTABLE 
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papers and in Boy’s Life, American 
Girl, Scholastic Magazines and Scho- 
lastic Roto, a supplement inserted in 
2,000 high school newspapers. 
Each coupon is answered by a 
personal letter to the parents of the 
writer informing them of the value 
of a portable for their child’s school 
work. With the letter is a folder 
prepared by Scholastic Magazines en- 
titled, “Memo to parents: How to help 
your youngster be a better student!” 


Revolving bride doll highlights 
new Keepsake motion display 


Keepsake has produced a new “cus- 
tomer stopper” called the “Bride and 
Mirror” motion display. 

The new display achieves “max- 
imum dramatic value” in 23% inches 
of height, 23% inches of width and 
16 inches of depth. A mutiple effect 
of three revolving brides is created 
by reflections on two mirrors. 

The central figure, a bride doll 
gowned in satin with a lace veil, 
carrying a bridal bouquet of multi- 


colored flowers, stands on a round 
pedestal of red velvet. Circling the 
hem of the gown on the pedestal is a 
band of white velvet which supports 


Keepeake 


three diamond ring boxes and a white 
satin banner bearing a sales slogan. 
Keepsake said the pedestal lends 
itself to the display of additional ring 
sets. 
Contact A. H. Pond Co., Inc., 120 
E. Washington St., Syracuse, N. Y. 


Christmas merchandising unit 
introduced for Bic pens 

To take advantage of store traffic 
created by TV advertising, Bic has 
designed a “stocking stuffer” rack 
display. . 

The display features Bic pens In 
blister packs. 

The firm said its TV _ saturation 
schedule reaches 44,264,632 people 
with 322 spots every week. 

Contact Waterman-Bic Pen Corp., 
1 Waterman PIl., Seymour, Conn. 


Swiss firm offers ebauche 
with interchangeable parts 


Ronda Limited of Lausen, Switzer- 
land, has announced development of 
an ebauche that permits four basic 
movements to be used for 10 different 
sizes and executions. Marketed under 
the “RL” brand name, the new 
ebauche will be available in four sizes 
from 5% ligne to 11% ligne, usable 
for both pin lever and jeweled lever 
movements. 

An ebauche movement is one with 
its principal parts assembled, but not 
completely finished. 

The firm said it is the first time in 
22 years it has been permitted by 
the Swiss government to manufacture 
and market an ebauche under its own 
name. 

Contact Ronda S. A. Liaison Office, 
565 Fifth Ave., New York. 


Famor expands ad plans, 
offers new dealer aids 


Famor, Inc., has announced an ex- 
panded advertising and merchandis- 
ing plan, geared to aid the “promo- 
tion-minded” jeweler. 

The program includes the “Jewel- 
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erama” catalog, highlighting latest 
fashion trends in diamond lock sets 
and other diamond ring settings; col- 
ored insert sheets and counter dis- 
plays, and “sales-keyed” newspaper 
ad mats in various sizes. The firm 
added that an advertisement appeared 
in the Nov. 17 issue of Life magazine. 

Contact Famor, Ine., 576 Fifth 
Ave., New York. 


Tiny bulb and battery featured 
in new ‘Marchalite’ charms 


Electronic Charms Corp., featuring 
““Marchalite” light-up charms, has 
opened a wholesale showroom at 745 
Fifth Ave., in New York. 

“Marchalite” combines 14K gold 
charms with a battery “the size of 
an aspirin” and a bulb “the size of 
a flower seed.” Fingertip 
lights the charm. 

Among the electronic charms being 
offered are a lighthouse, a champagne 
bucket with luminous ice, heart charms 
which give a ruby glow and others. 
Also included are a number of Christ- 
mas charms—a Nativity scene, a tree 


pressure 


and a Santa Claus. 

The firm said another item, the 
“key top,” can be fitted over any 
house or car key. When touched, it 
throws out a beam of light which 
locates a lock in the dark. 

A display case exhibiting nine light- 
up charms and the “key top” is avail- 
able. The charms are designed to 
retail from $36 to $78. The “key 
top” is priced at $48 retail. 

Contact Electronic Charms Corp., 
745 Fifth Ave., New York. 


Newly organized group pools 
free-lance writing talents 


A new group called “Writers: 
Free-lance” has been organized in 
Philadelphia. The organization con- 
sists of more than a hundred writing 
“pros” with varied experience in ad- 
vertising agencies, retailing, news- 
papers, magazines and related fields. 

Its purpose is to make available, 
through a central source, free-lance 
writing talent for “every conceivable 
assignment.” 

Contact Writers: Free-lance, 222 
W. Rittenhouse Square, Phila., Pa. 
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Hamilton says jewelry store 
is gift giving headquarters 

“Big gifts come in small packages” 

and the most memorable gifts come 

i % 4 

| 


4 
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from jewelry stores, is the message 
carried by the Hamilton Watch Co.’s 
new Christmas display. 

The light and motion display is de- 
signed as a mail box. As the lid drops, 
a light illuminates the “country mail- 
box” to reveal a watch and colorful 
packages. The message on the flag 
gives added emphasis to the jewelry 
store as gift headquarters. 

Contact Hamilton Watch Co., Lan- 


caster, Pa. 


Columbus brochure illustrates 
24 display case units 


The Columbus Show Case Co. has 
released a brochure illustrating its 
“Continental Custom Store Equip- 
ment Line” of 24 display case units. 
It also describes seven suggested com- 
panion units. 

Contact Columbus Show Case Co., 
850 W. Fifth Ave., Columbus, Ohio, 
requesting Bulletin C-700. 


Anson ads in 111 newspapers 
to feature ‘key protectors’ 
Anson’s consumer advertising pro- 
gram includes large space advertise- 
ments in 111 newspapers in 66 mar- 
ket areas throughout the U. S. 
The $2.50—$6 “Key Protectors” are 
featured in each ad. To force store 
traffic at local levels the firm is list- 
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ing the names of local jewelers under 
each ad without charge. Merchandis- 
ing kits are being mailed to partici- 


pating jewelers, prior to the ads ap- 
pearing on Dec. 12. Anson estimates 
more than 5,000 retailers will par- 
ticipate in the program. 

The firm is also offering a man’s 
jewel case, which is compartmented 
“for a man’s complete jewelry ward- 
robe.” It is 6% x 12 x 2% inches in 
size and has a lock and key. Avail- 
able in simulated black goat exterior 
with red velvet interior, or brown 
steerhide with champagne velvet, at 
$6.95 retail. 

Contact Anson, Inc., 24 Baker St., 
Providence, R. I. 


Space-saving display offered 
for Scripto 'Vu-Lighters’ 


A new “attention-getting” 
by Scripto is also a space saver. A 
jewel tray setting lets the viewer see 
three “Golden Compact Vu-Lighters” 
and three “Standard” lighters against 
a gift box background. Hidden from 
view is a storage space in the rear 
of the display tray for six more light- 
ers and gift boxes. 

The display has a clear plastic cov- 
er and can be placed on or inside of 


display 


the counter. 
It contains four “Golden Compact” 


wie * ware 


So Welighter 
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=. 
| 


models at $5 each retail and eight 
“Standard” lighters at $3.95 each re- 
tail, including back stock. 

The unit is priced at $61.92 Key- 
stone with stock. 

Contact your wholesaler. 


‘The Emerson Story’ traces 
firm's history and development 

Emerson is distributing a 16-page 
booklet entitled The Emerson Story. 
It traces the development of the Em- 
erson Radio and Phonograph Corp. 
from its inception in the early 1920’s 
to the present, and includes photos of 
the firm’s current products and major 
plant and research facilities. 

Contact Emerson Radio & Phono- 
graph Corp., 14th & Coles Sts., Jersey 
City, N. J. 


Educational service offered 
as traffic and sales builder 
Towle Silversmiths is offering an 
educational! service for students and 
homemakers centered around a “Table 
Setting Festival’? which may be spon- 
sored by dealers. 
The firm said the service, which is 
available to dealers on a cooperative 
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basis, is designed to build traffic and 
sales through the promotion of co- 
ordinated table top accessories includ- 
ing silver, china and crystal. 

Contact the Director of Educational 
Services, Towle Silversmiths, New- 
buryport, Mass. 


‘Science Fiction’ accessory 
added to Phono Trix line 


A microphone that looks like and 
can be carried around like a fountain 
pen has been added to the “Phono 
Trix” line of “science fiction” acces- 
sories offered by Matthew Stuart & 
Co. 


The new microphone joins’ the 
“lapel” and “‘tie-clasp’’ models in the 
list of “secret recording devices” avail- 
able with the “Executive 88” minia- 
ture tape recorder. A nylon shoulder 
holster is available to enable the 
‘“hand-size” recorder to be concealed 
under a coat or jacket. The mike can 
also be used with other tape recorders. 

It has an effective range of six to 
eight feet, will pick-up from any posi- 
tion in most rooms and, the firm said, 
ean be used for standard recording 
purposes. 

It is 4%-inches long, %-inch in 
diameter, and is priced at $24.95. 

Contact Matthew Stuart & Co., Inc., 
156 Fifth Ave., New York. 


, 





Darn 


Sure you can, but there comes a time when repairs 


It! 


are no longer feasible. Even watches quit run- 
ning, old gold jewelry wears out, styles in optical 


frames change...and there’s just nothing you can 


do with precious metal scrap except to recover its 


valued content. At Goldsmith Bros. we’ve been 


refining precious metal and paying highest prices 


to jewelers for over 90 years. ... For dependable 


returns and checks that satisfy, ship Goldsmith. 


Remember to include your sweeps, polishings, 


sink settlings, filings, etc. 


Over 90 years 
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DIVISION OF NATIONAL LEAD CoO. 
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111 N. Wabash Ave., Chicago 2, Ill. « 74 W. 46th St., New York 36, N.Y. 





‘Feature Flex’ rings featured 
as prizes on TV shows 


“Feature Flex” diamond rings have 
received extensive television exploita- 
tion recently by being offered as prizes 
on leading TV “giveaway” shows, ac- 
cording to the Feature Ring Co. 

The rings have been featured on 
NBC-TV’s Charge Account program; 
ABC-TV’s Seven Keys, and NBC-TV’s 
The Price is Right. In each TV expo- 
sure a model has demonstrated the 
ring’s flexing feature, while the emcee 
or an announcer described it in detail. 

Feature Ring Co. said it plans to 
tie-in with additional network pro- 
grams because of the success of this 
promotion. 


Art Seal introduces ‘Cadet’ 
pocket and desk model line 


The Art Seal & Embosser Co. has 
introduced “Cadet” pocket and desk 
seals. The firm said the device, which 
is available in three colors or all 
nickel-plated frame, combines “beauty 
and utility” with low cost. 

The model pictured is $5.95 retail; 
retail jewelers receive a 40 per cent 
discount on the suggested retail price. 

An illustrated brochure listing sup- 
pliers is available. 

Contact Art Seal & Embosser Co., 
1115 W. Washington Blvd., Chicago, 
Il. 


Counter and window displays 
offered by Sony Corporation 
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serene 
con MAKES ms © : 
- ead 


Three new counter and window dis- 
play merchandisers are being offered 
by Sony. 

The displays are designed to show 
transistor radios and television sets 
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without the danger of pilferage. 

A counter merchandiser features 
glass shelves, fluorescent illumination 
and an oiled walnut finish. It is 24% 
inches high, 21% inches wide and 12 
inches deep, and is suitable for use 
in interior designs or window displays. 
Up to 12 radios may be displayed. 

A second merchandiser, designed 
for the dealer with limited counter 
space, is 14 inches long, 11 inches 
high and 8 inches deep. Both lock to 
prevent pilferage. 

The third merchandiser, a bent-wire 
display for windows, holds 12 items 
including the “world’s lightest and 
smallest” TV _ set. Its design is 
adapted from a musical scale, to con- 
vey the “musical quality” of the 
radios. 

Contact Sony Corp. of America, 514 
Broadway, New York. 


Beer can to lighter base 
is easy step, says Ronson 


You can convert almost anything in 
the home—plated baby shoes, antiques, 
figurines, trophies, glassware or an 
empty beer can—into a base for a 
butane table lighter, according to 
Ronson. 

The firm said this is possible with 
the new “Design-A-Lighter” butane 
table lighter kit. The kit contains an 
assembled, pre-fueled butane lighter 
action, “‘quick-fitting’” accessories, in- 
structions and a variety of design sug- 


gestions. It also includes a temporary 
walnut base, permitting kit owners 
immediate use of a complete lighter 
while creating his own base. 
Suggested retail price is $12.50. 
Contact Ronson Corp., 1 Ronson Rd., 
Woodbridge, N. J. 


Keystone allocates record 
$1,000,000 for pre-holiday ads 


Keystone Camera Co. has budgeted 
a record $1,000,000 in its fall-through- 
Christmas advertising campaign, 
which includes the company’s first 
entry into network television and an 
expanded print media schedule that 





time in 125 major markets, including 
participating sponsorship of Mave- 
rick, Adventures in Paradise, Ameri- 
can Football League games, The Tall 
Man and Thriller, which began in 
October and will continue through 
Dec. 17. 

Keystone noted that a “significant 
portion” of the budget is slated for 
co-op advertising. 


‘Give one—Keep one’ theme 
emphasized in radio sales 


With the introduction of transistor 
radios for home use, many retailers 
this Christmas will attempt to sell 


two radios to a customer rather than 
be content with a single unit sale, ac- 
cording to the Transistor World Corp. 

The firm said field surveys show 
that such new radios as the “Toshiba” 
shelf-radio will be sold around a two- 
prong theme: “One for Giving—One 
for Keeping.” 

To achieve this goal, plans call for 
the display of larger units in an en- 
vironmental setting where possible. 
For example, shelf-radios are shown 
tucked into end tables or breakfronts. 

The firm said pilot studies show 
this approach is proving successful, 
and where it fails, the customer tends 
to buy the larger set, leading to a bet- 
ter profit for the dealer. 


Fools experts! 


Could a bee be beguiled? To be sure. By a Radnor Floral. And so 
will your customers. Radnor Florals—natural wonders—are the 
wonderful product of the most intricate and perfect design. Made 
of the finest English bone china, they bloom in a wide variety of 
arrangements—large and small, centerpieces, individual “plants” 
—in a wide variety of prices. Plant this fresh line in your stock 
early, and watch yoursales grow. Write for our illustrated brochure. 


featured a spread in Life magazine. | 
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UNDERSTANDING ELECTRIC METERS 


by Henry B. Fried 
Horological Editor 


SINCE we are going to use elec- 
tric meters while testing clocks and 
watches in our work, we should 
know the basic principles of their 
construction and operation. 

Electric meters are compara- 
tively expensive. A working knowl- 
edge of their construction and prin- 
ciples is necessary to interpret 
their readings properly, and to 
avoid “burning out” their delicate 
mechanisms. 

In some ways, the action of a 
meter is similar to the circuitry of 
some electric timepieces. 

In a meter the indicator hand is 
impulsed electrically and turns in 
a pivoted arc. The hand is poised 
like a balance, has hairsprings 
which resist an impulse, and then 
help return it to the zero position. 
The pointer pivots on jeweled 
hearings. 


The Galvanometer 


The galvanometer is a simple, 
but sensitive, instrument used to 
make comparisons between quanti- 
ties of electric current. Voltmeters 
and ammeters are basically galva- 
nometers—but with some additions. 


We can demonstrate the princi- 
ple of an electric meter with a sim- 
ple experiment. First, wind a coil 
of about 25 turns of fine wire 
around a hollow paper core, so that 
the coil will fit loosely between the 
prongs of a horseshoe magnet. Ar- 
range the coil so that its rounded 
surface is adjacent to the prongs 
of the magnet, as shown in Figure 
33, and suspend it loosely in this 
position. Connect the ends of the 
coil to an electric cell for a mo- 
ment. Watch the action of the coil 
within the prongs of the magnet. 
Note that when you complete the 
electrical circuit by touching the 
wire to the cell lead, the coil twists 
to some degree. 

Now reverse the leads and ob- 
serve the action. The twisting mo- 
tion reverses itself. Should you 
double the voltage by hooking up 
additional cells in series, the twist- 
ing action of the suspended coil will 
be more pronounced. 

The action of the coil within the 
magnet is principally that of a 
simple galvanometer. Earlier we 
learned that when a current is sent 
through a coil of wire an electro- 
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magnetic ferce is created. This 
force has the same characteristics 
as a magnet, including polarity. 
Thus, when a current was sent 
through the small coil, it assumed 
the properties of a magnet and its 
poles attempted to align with those 
of the permanent magnet. It did 
this by twisting to approach the 
opposite poles of the horseshoe 
magnet, and was simultaneously 
repelled by the magnet’s similar 
poles. The degree of twisting de- id 
pends on the strength of the elec- \f 
tromagnetic force created by the: 


electric cell or cells. ¢ i’ | 
If we could mount an indicator Waenatl| 
hand on the twisting coil and ar- 

range some scale or dial, we would 
have a simple means of comparing 
different electrical values. 

In effect, we would have a simple 
galvanometer. 

Figure 34 shows a simple horse- 
shoe magnet. A “split-ring’’ mag- 
net may be used as well. Fasten 
the magnet to a housing. The mag- 
netic field supplied by this magnet 
has a fixed polarity. The lines of 
force are represented by dotted 
lines. 

Figure 35 indicates that a soft 
iron core has been mounted in a 
stationary position between two soft 
iron pieces attached to the prongs 
of the magnet. Their purpose is to 
concentrate the lines of magnetic 
force. Earlier we learned that soft 
iron has this ability. 

In Figure 36, the core piece of 
cylindrical soft iron and the soft 
iron attachments cause the lines of 
magnetic force to become radial, 
like the spokes of a wheel, and flow 
from the north to the south pole. 

Instead of the round coil used in 
our experiment as shown earlier 
in Figure 33, a square type of coil 
is wound on a form and held by an 
adhesive or shellac (Figure 37). 
The square form will closely fit 
around the core of soft iron, since 
the profile of a cylinder is rectan- 
gular or square. Most coils are 
either wound around a paper form, 
or the coils are their own form, 
held together with shellac. 

The coil is intentionally light and 
delicate so that is responds quickly To combine the elements of a meter we start with a horse- 
and easily to electrical stimulus, al- shoe magnet (Figure 34), add a soft iron core (Figure 35) 
though its delicate construction which causes the lines of magnetic force to become radial 
makes it susceptible to damage. (Figure 36); add a delicate coil (Figure 37), two pivots (Fig- 
When the two ends of the box-like ure 38), and two hairsprings (Figure 39) to restrain the coil. 


coil are attached to a source of 
electric current, the current pro- 


A coil of thin wire suspended 
between the prongs of a mag- 
net twists in an effort to align 
its magnetic field with that of 
the magnet when contact is 
made. 








Figure 33 


Figure 34 


Figure 38 
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duces a magnetic fiield of its own. 
(The coils are pictured in this po- 
sition for clarity only.) 

In Figure 38 two pivots have 
been attached, one above the coil 
and the other on line below it. The 
pivots are attached to the surface 
of the coil by shellac, or a similar 
substance. The pivots are carried 
by two cup-jewel bearings, much 
like the pivots of a clock. The cups 
are usually sapphires. This per- 
mits the coil, when in circuit and 
containing a flow of current, to at- 
tempt magnetic alignment with the 
permanent magnet. 

The alignment of the coil’s field 
with that of the permanent magnet 
is restrained by two hairsprings, 
as shown in Figure 39, situated on 
each shaft of the pivot. 

The springs also carry the cur- 
rent to be measured in and out of 
the coil. The two hairsprings serve 
as a restraining force—they return 
the coil to the zero position after 
the electrical stimulus has been re- 
moved. The ends of the box-coil are 
attached to the hairsprings and 
carry the current to be metered to 
the coil. The hairspring ends are 
generally soldered to the terminals 
on the meter casing. 

Now that we have the elements 
of an electric meter, we must place 
an indicator-hand on the upper 


Figure 40 


pivot-shaft, as shown in Figure 40. 
This hand is usually made of alu- 
minum or other light alloy to main- 
tain the sensitivity of the coil and, 
in case of an over-charge in the 
meter, are not so heavy or rigid 
as to cause the pivot to be dislodged 
from the coil. 

Notice that the hand-indicator 
is poised. Poising is effected by 
winding a short length of wire 
around the tail of the indicator. 
Sliding the little wire along the 
indicator’s tail alters the poise. 
Sometimes the tail itself is bent up, 
down or sideways to achieve a pre- 
cise adjustment. 

Under the indicator-hand a scale 
is placed, calibrated to the meter 
and its task. Banking pins prevent 
excessive angular motion of the 
indicator. 

So far we have pictorially con- 
structed a simple electric meter. A 
cursory study of the coil and its 
hairsprings shows that if the me- 
ter were subjected to large currents 
of electricity, the coils, springs and 
connections would melt from the 
excessive heat. Do not use a meter 
without first understanding how it 
operates and its limitations. Every 
electrical device, whether a toaster 
or an electric watch, carries a defi- 
nite current. Subjecting it to cur- 
rent beyond its limit will destroy 


it; often an expensive loss. 

For example, a flashlight uses 
two cells in series (three volts). 
The resistance of the filament in 
the little bulb is six ohms. 

Using Ohm’s Law, we find that 
the flashlight will use .5 amperes. 
The bulb’s filament will burn white 
hot, producing a beam of light. 
Should we use this bulb on a four- 
cell flashlight the amperes will dou- 
ble, causing the filament to melt 
and burn out. Conversely, using 


the bulb with a one-cell flashlight 
will permit the filament to become 
only red hot, not bright enough to 
produce the desired beam of light. 


The Ammeter 


We said before that ammeters 
and voltmeters are basically gal- 
vanometers, but with specific varia- 
tions. 

If we take a galvanometer and 
place a piece of wire across the 
leads, it would register less than 
it would without the wire. The gal- 
vanometer can be likened to a water 
meter where a// the water must go 
through the meter. 

Add a by-pass to this water me- 
ter, as shown in Figure 41, and this 
same meter can handle larger quan- 
tities and greater water pressure. 

To do this, a small portion of 
the water going through the pipe 


Figure 42 

















Figure 41 


JEWELERS’ CIRCULAR-KEYSTONE, DECEMBER 196f 





is diverted by the same pressure 
that moves the main stream. This 
small stream motivates a meter 
which records the comparative 
amount of the small stream. Since 
the same pressure is moving both 
streams, the gauge’s dial can be 
calibrated to reflect the actual 
quantity of the entire stream. 

In this way only a small amount 
of water need be sent through the 
meter at one time, and it can be 
used to gauge many different de- 
grees of water pressure. All you 
have to do is change the size of the 
shunting pipes and vary the dial 
markings. 

Similarly, the galvanometer can 
be designed to indicate amperes or 
volts. For the ammeter a shunt is 
used as pictured in Figure 42. 
While most of the current goes 
through the shunt, a small but com- 
parative amount goes through the 
meter, to register on an appropri- 
ate scale. 

The quantity of current going 
through wires A and B is in direct 
multiple proportion to the current 
going through the meter at C. Thus 
when the meter is supplied with a 
series of shunts it reads the value 
in amperes. 

It is possible then for one meter, 
supplied with a multiple switch 
which connects with shunts of dif- 


The voltmeter is much like the galvanometer. Be- 
cause it will be subjected to varying voltages that 
might burn out the meter, a high resistance coil 
(lower left) is placed in series with the meter. By 
supplying this meter with an assortment of cali- 
brated coils, a varied range of voltages may be 


gauged. 
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ferent values, to be able to gauge 
many ranges. 


The Voltmeter 


A coil of wire resists the flow of 
electricity like a hose resists the 
passage of water. The force of a 
current of electricity, expressed as 
volts, is measured by the voltmeter. 
Once again, too much voltage will 
burn out the coil and hairsprings. 
Just as the shunts diverted the 
main flow of current in the amme- 
ter, a resistance is used to measure 
comparative pressures of electric- 
ity with the voltmeter. 

Unlike the ammeter, which is 
connected in parallel as illustrated 
in Figure 42, the voltmeter must 
take the direct force of the current 
because the connections are in 
series. 

To gauge this force without de- 
stroying the meter, a resistance is 
placed between the gauge’s termi- 
nals and the source of current. A 
form of voltmeter is shown in Fig- 
ure 43. 

To measure the voltage of a cell, 
the meter’s leads are attached 
across the leads of the cell. Do not, 
of course, use a meter with a limit 
less than the potential of the cell 
or battery. 

Water doesn’t flow directly 
through the gauge to measure pres- 





sure. The gauge only judges the 
pressure through the pipes. With 
a voltmeter, practically no current 
passes through the meter. The me- 
ter merely gauges the electric pres- 
sure. The resistance coil limits the 
flow of electricity through the 
meter. 

Suppose a meter has a dial with 
a maximum limit reading of 30 
volts. Should we attach a coil which 
resists the flow of electricity by 
five times, the 30 volt reading can 
be transcribed te read 150 volts 
without harming the meter. 

By connecting a coil which de- 
creases the resistance to a fifth of 
the 30 volt coil, the maximum true 
reading on the dial will only be 
six volts. 

By supplying the meter with a 
few resistance coils of different 
values, it is possible for the meter 
to have many limits. 


The Multimeter 


If a galvanometer is supplied 
with a series of shunts and resist- 
ances and switches to connect them 
to the meter, in parallel for the am- 
meter and in series for the volt- 
meter, it is possible for one instru- 
ment to read not only volts and 
amperes but volts and amperes in 
a wide range. Such a device is 
called a “multimeter.” i me 


























Figure 43 





WORKSHOP 
QUESTIONS 
and ANSWERS 


SHIP’S CLOCK?— We have an 
English ship’s clock for repairs, 
photo enclosed. We have been 
unable to obtain information as 
to its origin or where parts may 
be obtained. It evidently has 
been worked on and a piece of 
the spiral hairspring broken off, 
which makes the clock gain 
seven or eight seconds each min- 
ute. The clock has no regulator 
but is adjusted by timing 
screws. Who can repair the hair- 
spring? Enclosed are photos.— 
E & R Jewelers, Chicago. 
Answer: The “clock’”’ you 
have is really a marine chronom- 
eter, one of the most accurate 
and precisely made timepieces. 
This chronometer was made 
about 100 years ago and bears 


108 


the mark of the British Admi- 
ralty (the arrow under the 60 
on the second hand dial track). 


This indicates that at one time 
it was accepted for use on Her 
Majesty’s ships and was accu- 
rate enough for their rigid nav- 
igation standards. Tampering 
with the hairspring caused it to 
become an erratic timekeeper. 
We should warn you that dis- 
assembling, repairing, cleaning 
or adjusting this instrument is 
not for the ordinary watchmak- 
er, but rather for someone who 
has had extensive experience 
with this type of device. 

A slight error will cause great 
damage and ruin it as a time- 
keeper. 

Seven or eight seconds a min- 
ute is more than 10 per cent 
gain, and cannot be corrected by 
adding weights. A new spring 
will have to be fitted. This is the 
most difficult part in getting a 
chronometer to time well. The 
rate (gain or loss per day,) iso- 
chronism (equal _ vibration), 
temperature adjustment, correct 
terminal curves at the top and 
bottom pinning points—and a 
lot more than the eye can see— 
are needed to make this chrono- 
meter keep accurate time once 
again. 

However, should you care to 
work on it, not caring whether 
anyone will navigate once again 
with it, here is a rough pro- 
cedure to follow that will keep 
you from damaging any of the 
parts. 

Before going any further, take 
this important precaution: with 
a thin wedge of cork, block the 
fourth wheel so that it is pre- 
vented from turning. Should 
you later remove the balance, 
and the escape wheel flies 
around, the delicate escape teeth 


and perhaps the most precise 
part in the chronometer, the de- 
tent which arrests the motion of 
the escape wheel, may be dam- 
aged. 

After the fourth wheel is 
blocked, loosen the stud screw 
on the balance bridge, release 
the stud and carefully remove 
the balance bridge. Grasp the 
long balance staff close to its 
center and carefully ease the 
balance out so that its two roll- 
ers do not catch on the tips of 
the detent springs. Release the 
mainspring power, but first ex- 
amine where the “stop-work”’ 
has been placed so that you can 
make the same adjustment when 
vou replace it. 

This is done so that the “‘clock’”’ 
receives the most central por- 
tion of the mainspring’s power 
and thus has a steady balance 
motion, important in the iso- 
chronic values of timekeeping. 
Release the power with the 
ratchet that fits over the barrel 
arbor square. 

Because chronometers are 
made with so much care, they 
have a device that sends power 
to the balance while the move- 
ment is being wound. This is 
termed the “maintaining pow- 
er.”” Novices in chronometer 
work often think that they have 
been careful in releasing the 
power in the mainspring, re- 
move part, only to find wheels 
whizzing by with destruction in 
their wake. The maintaining 
power must also be released. On 
the conical arbor of the wheel, 
to which the miniature bicycle 
chain is attached, is a fine- 
toothed ratchet wheel held in 
check either by one or two 
clicks. 

This wheel and arbor is called 
the fusee. It is a sort cf gearing 
to help the mainspring deliver 
the same amount of power when 
the movement is almost run 
down as when the spring is fully 
wound. Release these clicks 
carefully, preventing the main- 
taining power from releasing 
suddenly. Then remove the can- 
non pinion, plates, drum, fusee 
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ATTENTION! 


WATCHMAKERS 


Vi] 0) cele] t=) m 


. also, genuine Bulova watch 
parts and related products are 
now being sold exclusively 
through this organization and 
its sales representatives, coast 
to coast. 








Write for name of 
sales representative 


~— WATCHMASTER PRODUCTS 


A DIVISION OF THE BULOVA WATCH COMPANY, 


61-20 Woodside Avenue, Woodside 77, N. Y. 
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TVUATARARS 


We will pay all ship- 
ping charges to any 
point ete the U.S. 
(excep 3ska and 
Powerful 80 watt output Hawaii) if you enclose 
Stainless steel tank check with order. 


oe) iO) Beare 


ULTRASONIC CLEANER 


Full '/, ga. capacity 


' 
The lowest priced ultrasonic cleaner ever sold! 


It's polysonic; Reflex controlled auto-tuning. 
Brood band frequency modulation. 


Low Prices on Larger Models! 
Simplified one knob control for easy operation. 
High Frequency sound waves disintegrate harmful 
soils and contaminants in seconds. Saves time and 
labor, boosts production rate, improves product. 
You can replace hazardous chemicals with safe sol- 
vents and even water. 

5-DAY TRIAL 
Choice of 7 beautiful decorator colors to harmo- 
nize with your office or laboratory decor: Ivorv, 
Wheat yellow, Turquoise. Desert sand, Pale green, 
Soft gray and Coral pink. Please specify color 
when ordering. 


EXTRA TANKS: $49.50 EA.—JUNCTION BOX: $15.95 
Free 5 Year Service Contract 


SEE YOUR DEALER OR ORDER NOW! Dept. ICK-12-61 


F R E E ! Traffic-Stopping 


Window Streamers 
“rey ultrasonic industries. 
Ames Court, Eng neers H Pizinview = 
W) OV 1-2000 
California: 4959 Weeks Ave., San 

















EXCEPTIONAL OPPORTUNITY 
FOR RIGHT MAN 


One of the oldest and most reputable 
loose diamond houses has opening for a 
successful salesman. Territory adjustable 
to applicant's following. In reply, give 
full qualifications, age, family status, 
complete employment record, present 
earnings, and minimum drawing account 
desired. Ail replies guaranteed to be 
held in strict confidence. Address 27067, 


care of JC-K. 











ACON@ 


THE GUARANTEED WATCH CROWN 


ACON watc crow 
50 Eldridge $?., New York 2, z ~ 
plonvlecturers of Gold Filled Crowas i 

omplete line including wolerpreels 
through Wholesalers & Jobbers 














We repair all types of cases, chrono- 
graphs and stainless, and make coil 
springs for cases. We also sell used 
replacement movements. 

Write for information 


BECKER-HECKMAN COMPANY 


| 
| 


| When 


and chain. 


Do not allow the chain to be- 
come tangled or bent sideways. 
removing the _ escape 


| wheel, see that it doesn’t catch 


on the detent. 

Make certain you clean the 
parts as if Capt. Bligh himself 
was at your back with a gun. 
(His ship, the Bounty, used one 
such as yours, a Kendall chro- 
nometer. ) 

In assembling the chronom- 
eter after cleaning the jewels, 
pegging, removing and cleaning 
the mainspring and other parts 
with fresh solutions, reassemble 
it by building up the train, ex- 
ercising extreme care in placing 
the escape wheel back in its 


| proper position with the detent. 


_dead tight. 
ratchet to an amount equal *to 
that originally noticed. Gener- 





Generally, the fourth wheel 
is held by a special bridge or 
plate which also accommodates 
the third wheel and fourth wheel 
pivot jewel bearings. In this 
way the fusee is free to turn 
when you connect the chain. The 
chain, incidentally, must be 


| wound on the drum or barrel. 


First wind it fully on the 
fusee cone. Then wind the bar- 
rel arbor by key, which will 
draw the chain around the 


smooth barrel wall or drum. The 
chain will tend to loosen or drop. 


To overcome this, place a little 


tension on the spring, holding it 


while you replace the fourth 
wheel. Wind the fusee, which 
will draw the chain back onto 
the fusee and wind up the main- 
spring. 

Before executing the next 
step, remember the power stored 
in the barrel, and the extra pow- 
er beyond the fully-wound fusee. 

Wind up the barrel arbor 
ratchet so that the spring is 
Then release the 


ally, this amounts to about a 
quarter turn, but the best Eng- 
lish chronometrists used an ad- 


| justing rod with a sliding weight 
| that fitted over the arbor, and 


would tell them at which point 


on the fusee or drum the main- 


power. 

Lubricate similarly to a 
watch. Never oil the escape 
teeth, the jewels of the rollers 
or the detent spring. There is a 
stop work lever that prevents 
further winding or unwinding of 
the mainspring. Make certain it 
operates loosely and freely. 

If this explanation scares you 
properly, you can always send 
the chronometer to the follow- 
ing specialists: 

J.S. Negus, 69 Pearl St., New 
York City; M. Low Co., 44 Ful- 
ton St., also of New York City, 
or Louis Romaine, Jr., 315 Rox- 
bury Rd., S., Garden City, L. L., 





FRIED'S 


ollectors 
orner 








WOODEN WHEEL — Enclosed are 
some photos of an interesting 
clock. I have repaired quite a 
few wooden clocks but never one 
with a wooden contrate wheel. 
It also has a lantern pinion, 
unique in my experience. The 
clock runs for 12 hours with a 
single cord with weight. 

There is a small counter- 
weight on the other end of the 
cord and a pulley in the middle. 
I restored this clock after much 
labor, mostly a labor of love. 

Despite the interest down 
here, I haven’t been able to ob- 


tain much information—Sigvald 








T. Jenssen, Jr., clockmaker, 


29 East Madison Street Chicago 2. Illinois | | spring delivered maximum equal 
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Washington, D. C. 


Answer: It is commendable | 
that you should take the time | 
and skill to restore such an old | 


clock when the time (money- 
wise) would seem out of per- 
spective to the return. 

However, the great satisfac- 
tion of seeing such an old time- 
piece brought back to life should 
be rewarding indeed. 


It is an unusual and rare clock | 


and comes from the Black Forest 
region of Germany. It was made 
about 1740. 

Such a clock, with the move- 
ment and wooden contrate 
wheel, is pictured in Britten’s 
seventh edition of Old Clocks 
and Watches and Their Makers 
on page 245. 


Camerer Cuss, a | 


dealer, watchmaker and author, | 
is owner of this clock and places 


the date at about that time. 
Yours at best is just a bit 
earlier. At any rate, it is rare. 
Although there are many clocks 
made long before this that are 
still ticking, they do not have the 
unusual features or rarity of 
yours. Thanks for the photos. 


* x * 
EAGLE ON TOP — Would you 
please identify a clock move- 
ment for me? Mainspring and 
striking mechanism are _ en- 


closed in separate barrels. The | 
trade mark and other markings | 
are “FS.” in a three-sectional | 


wheel with an eagle mounted on 

top. It has a five-bar pendulum. 

—House Jewelry, Taylor, Tex. 
Answer: The trade-mark is of 


a clock made about 1912, no 


longer in production. The 


in- | 


formation you supply is insuffi- | 
cient for me to tell much about | 
your clock, since you fail to. 
mention the type, size, type of | 
striking, whether it is a wall, | 


table, mantle or floor clock, 


length of the pendulum, size of | 


the bob, types of chimes, whether | 


j 


it has a center-second hand, etc. | 


However, I suspect it is a small 
“Viennese Regulator’’ made 
about 1890. Please send photos 


whenever possible to assist in | 


identification. 
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SINCE 1877 
BOWMAN 
TECHNICAL 
SCHOOL 


ae ule, Courses in Watch- 
fi 1 Bei pr making and repair- 
RAM fF ing 


You con enter 
onytime 


INDIVIDUAL INSTRUCTION 


rr 
Cc. E. BOWMAN, Prineipal 


Our graduates pass certified master watch- 
maker tests and state examinations and are 
in great demand. 


Send for free Catalogue 
"Your Future & Gur Scheel" Bowmen Bidg., Lencester, Pa. 


We NEVER have enough men to supply 
the demand 


Courses Approved for 
Veterans & Siete Rehabilitation 








LEARN WATCHMAKING FROM RENOWNED 
BRADLEY U. INSTRUCTORS. 


SCHOO! OF HOROLOG Y 


(A continuation of the 
Bradley U. School of Horology, Peoria, Illinois) 


A complete school offering courses ins WATCHWORK, 
ENGRAVING, JEWELRY, STONE SETTING, and also, 
Jewelry Store Management. New classes begin every 
Monday throughout the year. 


WRITE FOR FREE BULLETIN 
GEM CITY BUSINESS COLLEGE 
SCHOOL OF HOROLOGY— QUINCY, ILLINOIS 





BUFFS and BRUSHES 


on arbors 





Convenient bench-top box holds a complete 
set of 12 buffs and brushes ready for daily 
use. All have 3/32" shaft which fit 224 wire 
chuck or flexible shaft machines. 


No. 660 Setof12.....$2.90 


@ WHEEL BRUSH—No. 661 Brass, 
No. 664 Steel 

@ CUP BRUSH — No. 662 Brass, 
No. 665 Steel 

@ END BRUSH — No. 663 Brass, 
No. 666 Steel 

@ BRISTLE WHEEL BRUSH—No. 6/2 

@ MUSLIN BUFF—No. 670 

@ CHAMOIS BUFF—No. 6/71 

@ FELT WHEEL BUFF—No. 66/7 

@ KNIFE EDGE FELT BUFF—No. 668 

@ COTTON BUFF—No. 669 


ORDER COMPLETE SET NO. 660 OR 

INDIVIDUAL BUFFS AND BRUSHES 

FROM YOUR NEWALL JOBBER y 
< > 


THE N EWALL MEG. CO. 


CHICAGO 2, iLL 








FELCO continues to grow. . 


a larger income. 


diate expansion of our sales force.* 
experienced salesmen who have the desire and ability to earn 


SALESMEN WANTED 


. Our growth requires the imme- 


We want high caliber 


We are the nation’s oldest cultured pearl specialists enjoying 
a nationwide reputation for value and integrity. Our extensive 
line—Our complete merchandising program with every pos- 
sible selling aid, assures the right men a most lucrative future. 


A complete detailed resume is necessary. 





line. 


att: Jack R. Storti 





* For an exceptional man we would not object to a coexisting 


= ‘a A PB. e€artes 


Jack J. Felsenfeld, Inc. 


665 Fifth Avenue, New York 22, N. Y. 


p. s.—Our sales force are aware of this ad. 














CLASSIFIED ADS 


RATES AND REGULATIONS 


“SITUATIONS WANTED’’—Regular type $3.00 first 25 words; 
additional words, 10 cents per word. Heavy type $8.00; addi- 
tional words 25 cents per word. 


“HELP WANTED’’—‘“LINES WANTED’’—and “SIDE LINES’ — 
Regular type $5.00 first 25 words; additional words 15 cents 
per word. Heavy type $8.00 first 25 words; additional words 
25 cents per word. 


ALL OTHER HEADINGS—Regular type $9.00 first 25 words; 
additional words 25 cents per word. Heavy type $13.25 first 
25 words; additional words 30 cents per word. 


@ Name, Address, Initials and Abbre- @ Advertising matter addressed to 
viations count as words. classified advertisers will not be de- 
livered. 


@ '!f answers are to be forwarded, 20 @ Classified ad form closes 10th of 
cents extra to cover postage must the month preceding date of issue. 


be enclosed. @ A box number when used in ad 
counts as five words, that is, Ad- 
@ No Agency Commission. dress #13, care of J C-K.”’ 


In answering Box Numbers address envelope "Box —,"’ care of Jewelers’ 
Circular-Keystone, unless otherwise instructed. In answering ads, do not 
enclose letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, Chestnut & 56th Sts., Phila. 39, Pa. 


MACELLENT DIAMOND FOLLOWING 
qualifies intelligent middle age _ ap- 
praiser-salesman for salaried inside 
position Newark, N. J., or vicinity. Un- 
questionable reference. Bondable. <Ad- 
dress, “S, 7085,” care of JC-K. 


WATCHMAKEBR-jeweler desires position OE a COUN SING Sa avail 
with reliable firm in Arizona. Prefer adle January ist. Experienced all 
Phoenix and Tucson. Address, “‘V, 7074,” phases of jewelry industry. Can mer- 
care of JC-K chandise complete line for large chain 

or wholesale operation. Address, “H, 

1038,” care of JC-K. 

YOUNG WOMAN, experienced in jewelry 
line. Highest trade and personal ref- 4 
erence Ixxperienced wholesale, jobbing, HAND ENGRAVER AND JEWELRY 
order and re pair Gepartments Address, REPAIRMAN. Mount diamonds, 25 
“o735,"" care of JC-K years’ experience. Wish to _ relocate 

7" with well established jewelry store 

YOUNG MAN desires position as manu- around first of year. Prefer East loca- 
facturers representative in Penna. and tion. Address, “E, 7112,” care of 
urrounding area [ am now inside JC-K. 
ewelry store manager, age 25d. Ad- 


“FEF 7099.” care PF JC-K. 


TOP NOTCH CREATIVE diamond and 
watch salesman. Thorough knowledge 
retail jewelry business. Age 52, college 
graduate. Presently employed as man- 
ager. Desires to relocate. Please give 
all details regarding opening. Address, 


SENIOR DIAMOND SALESMAN avail- 
able Jersey credit jewelers. Newark or 
easy commuting distance Very finest 
reference Peak production guaranteed, 

< OLR 


Address, “S, 7086,."" care of JC-K 


“K, 7089,” care of JC-K. 
JEWELER & DIAMOND SETTER. Top 
salary, 10 hours, 5 day week. Must SALESMAN IN RETAIL STORE. 25 
have well equipped shop Steady, per- years’ experience. Can do stone set- 
manent employment Address, “D, 6794, ting, special order work, manufacture 
care of JC-K and repair. City not over 50,000. Prefer 
— , Calif., Ariz., or Florida. Can give best 
SALESMAN-MANAGER. Top. diamond of references as to character and abil- 
and watch Salesman, presently em- ity. Address, “L, 7091,” care of JC-K. 
ployed Thorough knowledge based on 
long experience, all facets retail jewelry 
business. Address, “S, 7103," care of SALESMAN, MANAGER. Experience in- 
JC-Kk cludes management of retail credit 
_ jewelry stores. Supervision of chain 
BOOKKEEPEER. ACCOUNTANT. Ex- operation stores. Top salesman, 
tensive expert experience Knowledge T. QO. man, displays, credit and collec- 
of every phase of jewelry business tions. References. Address, “669,” care 
Mutstanding record Seeking responsi- of JC-K. 
ble position New York City Address, 
659,” care of JC-K 
SNGRAVER & WATCHMAKER Ena | ATTENTION WATCH MANUFAC- 
‘enced, reliable, references. Specialize in TURERS. Are you looking for a 
engraving. Will help with watch re- top flight watch salesman? Twenty 
Prefer southern Qhio. Will con- years’ experience in watch field 
other cations. i ‘ess a. . : : : 
- oes of TE waaress, Ff selling, marketing and merchandis- 
: : ; ing. Want to relocate in San Fran- 
JEWELRY SALESMAN, 29, married. Ex- cisco = area. Presently associated 
perienced, real producer. Covering re- with top watch manufacturer. Avail- 
tall stores. Long Island, Conn., West able January Ist. Will fly in for 
Chester, N. Y. State. Must have travel- . . ‘6 
ing expenses. Address, “671,” care of personal interview. Address, “H, 
JC-K. 1073,” care of JC-K. 





EXPERIENCED RETAIL JEWELER 
would like to associate with high type 
store in area of Southern Calif. or 
Phoenix, Ariz. Sixteen years owner- 
manager of fine store in the South. We 
sold recently and desire to move West. 
Middle aged family man of integrity. 
Active, perfect health. Highest trade 
and personal references. Address, ‘“S, 
7108," care of JC- 


LINES WANTED 


SIDE LINE WANTED. Midwest, strong 
coverage. Small draw. Start January. 
Address, “S, 7072,’ care of JC-K. 


FORMER general wholesaler, large fol- 
lowing Southwest, interested in direct 
factory lines to sell well rated retailers. 
Address, “F, 7075," care of JC-K. 


SALESMAN, very successful in building 
accounts and sales volume. Have many 
accounts in New York and adjoining 
states Seeking established aggressive 
line. Address, “G, 7084," care of JC-K. 


AGGRESSIVE, experienced salesman. 
Resident of Md. desires major line for 
D. C., Md. & Va. Only good proposi- 
tions considered. Address, “K, 7124,” 
care of JC-K. 


SALESMAN. Excellent following to the 
finest stores in North Rocky Mountain 
states. Seeks companion line to quality 
gold filled’ line. Address, “F, 7064,” 
care of JC-K. 


SALESMAN. Seasoned, able, good follow- 
ing, West and Southwest. Prefer estab- 
lished line with draw. No promotional 
lines please. Address, “R, 6901,” care 
of JC-K. 


MANUFACTURERS REPRESEN- 
TATIVE covering West Coast with 
top retail and wholesale contacts 
wants one additional strong line or 
good sideline. Address, “S, 7079,” 
care of JC-K. 


TOPFLIGHT SALESMAN. Large follow- 
ing, Denver, West. Credit jewelers, 
jobbers, chains. Large users. Seeking 
additional top lines, jewelry, transistors, 
promotional and related lines 1962. 
Address, “F, 7127,” care of JC-K. 


TOP GRADE SALESMAN, such as you 


seek, wants to work to Top Grade 
Firm. He has covered the Pacific 
(Coast and South Central States. He is 
single and will relocate. Address, “F, 
7102.’ care of JC-K. 


SALESMAN, ARIZONA RESIDENT. Es- 
tablished Southwest. Wants short lines. 
Direct department, jewelry and drug 
stores. Displays, merchandise, etc. 
January ist. References. Address, “R, 
7081,” care of JC-K 


FOR 1962, 14K and/or 18K _ gold 
charm and bracelet line. New Eng- 
land. Presently handling delivery 
line ceasing operations soon be- 
cause owner’s death. Commission. 
Address, “H, 7054,” care of JC-K. 





SALESMAN. Aggressive, experienced rep- 
resentative with strong dept. store, 
Jewelry store following in New York 
and adjoining areas. Formerly repre- 
senting leading silverware manutac- 
turer in this area. Wants established 
line. Address, “672,”" care of JC-K. 


400 SALESMEN TRAVELING Texas, 
Ok!ahoma, Louisiana, and Arkansas to 
choose from: write: TOLA TUMBLE- 
WEEDS, (Southwestern Gift & Jewelry 
Traveling Men’s Association) c/o BEN 
WALDMAN, Executive Director, Dallas 
Trade Mart, Dallas 7, Texas. 
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SALES REPRESENTATIVE, with 
very well established clientele bet- 
ter jewelry stores in Calif., Ariz., 
Nevada, desires to represent de- 
pendable manufacturer of high 
fashion 14K genuine stone rings. 
Address, 


DIAMOND RING 
Young, aggressive, $30,000 yearly 
earnings. Consistently with nation- 
ally known ring firm for 10 years. 
Traveling Middle Atlantic states. 
Best references. Will entertain and 
will relocate for any reasonable 
proposition. _Principals only. Ad- 
dress, “6842,” care of JC-K. 


SALESMAN. 





ATTENTION M ANUFACTURERS 
AND IMPORTERS. Successful ag- 
gressive wholesaler forming new 
sales organization called Producers 
Representatives. P. R.’s experienced 
sales force will sell all retailers 
and volume users in Ohio. Open for 
all jewelry and allied lines. Ad- 
dress, Al Bonde, 4592 Birchwold, 
S. Euclid, Ohio. 

I HAVE THE CONTACTS 
WILL Presently 


AND GOOD 

carrying top line. 
Accounts now selling include nearly all 
major retail chain and discount out- 
lets in Southern Calif. and Bay area. 
Would consider outstanding line or es- 
tablished line to carry with present set 
up. Company must be seasoned and well 
rated. No draw Answers will be held 
in confidence Address, “S, 7020," care 
of JC-K. 

DIAMOND SALESMAN covering 
small and large towns in Middle 
Atlantic states for 12 years. En- 
joying ',-million dollar volume. 
Now available for diamond, stone 
rings, wedding rings, watch lines, 
catalogue lines, charms, etc. In- 
terested in one good major line or 
several lines. Will entertain any 
reasonable proposition. Will relo- 
cate. Address, “6843,” care of 
JC-K. 


SIDELINE WANTED NEW YORK 
STATE-NEW ENGLAND. I have 
established customership among 
quality jewelers in this area. Am 
presently seeking a short high qual- 
ity side line to go with the stone 
ring line I am now carrying. Would 
prefer an established line but would 
consider one which has growth po- 
tential. Can guarantee exposure to 
top rated accounts if your line fits 
this picture. Address, “H, 7082,” 
care of JC-K. 


TOP LINE of small and large 14K 
charms. Desires representation in 
Texas, ete. Give particulars. Ad- 
dress, “M., 7105,” care of JC-K. 


WANTED, commission 
territories open to carry 
vertised line binoculars, telescopes, op- 
tical products. In reply state territory. 
Address, “S, 7127,” care of JC-K 


salesmen. Many 
nationally ad- 


DYNAMIC SALES REP. Sell leading fine 
jewelry line from W. Germany. Shipped 
from metro. area wholesale, 15% com- 
mission. Address, “D, 7093," care of 
JC-K 
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“F, 7077,” care of JC-K. 


! 











SALESMAN 


SALESMEN 


better stores to 
line of sterling 
jewelry. State ter- 
DOSKOW,  INC., 


calling on 
outstanding 
personalized 
LEONORE 
New York. 


present 
silver 
ritory. 
Montrose, 


SPIRAL 
lowing 
large 
(Gold, 


dress, ‘‘C. 


BRACELET 
among wholesalers 
quantity users on 
filled, sterling, top 
6981." care of 


with fol- 
and 

Kast Coast. 
quali ty. Ad- 
JC-K. 


salesman 


AVAILABLE. Outstanding popular 
priced stone ring and wedding ring 
line for additional volume. Com- 
mission basis. Only salesmen with 
established territories considered. 
Address, “B, 7080,” care of JC-K. 


SAL ESM AN, Southern snvibins. Sa 
ular priced watch bands to whole- 
salers and jobbers. State experi- 
ence and references. Write, GLEN 
CORP., 22-14 40th Ave., Long Is- 
land C “ a iF 

SALESMEN, West Coast. Experi- 
enced selling better stores. Nationally 
known quality line 14K ech gh ar 
rings, charms, necklaces, br: Lc ele 
commission Address, ‘“*T, 7104. 
of JC-K., 


South, 


NEW 21 JEWEL WATCH 
able by established N. Y 
most territories Priced 50% below com- 
petition Please state territory & ref- 
erences. Address, “S, 7106." care of 
JC-K 


LINE avail- 
importer for 


SALESMEN. Established following among 
jobbers and chain stores to carry a 
popular priced gold stone ring line. 
State experience, territory, references 
drawing against commission. Address, 
“CC 7096. care of JC-K 


NATIONALLY 
watch bands, 
tacks Three 
the Midwest, 
below Washington 
care of JC-K 


known line of 14K _ gold 
pendants, pins and tir 
men needed throughout 
Southwest and East Coast 
Address, “M, 7083 


WE ARE LOOKING for experienced Mid- 
west salesman who would like to make 
more money with a better line of 14WK 
gold charms, cuff links & tie tacks 
Start 1962. Commission. Address, “B, 
6125.”"" care of JC-K. 


with established _ territory 
retail stores. Manufactured 
14K stone rings, pearl rings, 
gents’ 10K _ stone rings. 

against commission. Excep- 
opportunity. References. Ad- 
care of JC-K. 


ealling on 
line ladies’ 
14K 
Drawing 
tional 

adress, “J, (095,° 


crosses, 


hol- 


seeks 


MANUFACTURER of sterling silver 
lowware and mahogany gifts 
representation in all territories. Must 
have following with jewelry stores, de- 
partment stores, jobbers, gift and dis- 
count houses Commission. Address, 
“C 7034," care of JC-K. 


SEVERAL TERRITORIES open for sales- 
men calling on jewelry and department 
stores to sell established line of leather 
and nylon watch bands. Liberal com- 
mission, protected territory. Give full 
details in first letter. Address, “F, 
T7097.” care of JC-K. 


MANUFACTURERS REPRESENTATIVE 
in Chicago area with a following in 
diamond jewelry is wanted for a line 
of well made platinum, s. s. rings, 
clean, light, polished throughout and 
priced right. Also semi-set, ay rings, 
pins all platinum — Address, 
“O, 7078,” care of JC- 

REPRESENTATIVE nationally Known 
manufacturer of high quality line of 
ladies’ and men’s gold filled jewelry. 
Requires a representative to cover an 
established territory in the states of 
Washington, Oregon and Idaho. Desire 
a man with an established territory in 
these states now: carrying a non-con- 
flicting line. Straight 15% commission. 
Complete information as to experience, 
lines now carried, age, etc. References 
required. Address, “K, 7128,” care of 
JC-K. 


other 





JEWELRY REPAIR MAN. 


SALES REPRESENTATIVE. Cover 
established Midwest territory. Rep- 
resent leading manufacturer of 
ladies’ mountings to manufacturer, 
wholesaler and large chains. Must 
locate in Chicago. Non-conflicting 
line O.K. Address, MAURICE C. 
PEYSTER, INC., 15 W. 47th St., 
New York 36, N. Y. 


UADRA-FLEX. 
known prestige watch bands, has 
eral territories open. Line is _ light, 
compact and easy to work with. Ideal 
as a second line for those with estab- 
lished retailer following. Straight com- 
mission, territory protection. Furnish 
references and experience. Correspond- 
ence confidential. Address, Apex Ac- 
cessories Co., Inc., 199 Hamilton Ave., 
(greenwich, Conn 


Nationally 
sev- 


PEX Q 


& DIi- 
Re sident 
Delaware 
Excellent 
Have open- 


ATTENTION MANUFACTURER 
RECT IMPORTERS ONLY 
Washington, 5 MD covering 
Maryland, D. C., Virginia 
following with retail stores. 
ing for select compact lines gold wed- 
ding bands, baby jewelry, etc. Only 
reputable firms considered since my fine 
reputation is at stake Commission 
ao Address, ‘P T7076." care of 


SALES REPRESENTATIVE for Texas 
and Louisiana to sell America’s most 
widely accepted, popularly priced, do- 
mestically manufactured watch band 
line. Sold directly to retail outlets. Our 
products are nationally known and uni- 
versally accepted. Over 495 active ac- 
counts in territory. No objection to a 
non-conflicting line. Write, LESTER L 
FRIEDMAN, PRES., ETON JEWELRY 
MFG. CORP 125 W. 45th St., New 
York 36, N 


SALESMEN for Chicago and 
with good following in fine stores 4 
fine line of 14K Florentine finished 
charms, rings, bangle bracelets and 
pins set with diamonds, colored stones 
and pearls. Exclusive designs, good 
sellers. Commission 10% paid monthly 
No advance drawing. Only those with 
good references and able to put up a 
bond need apply to KOLTUN JEWEL 
RY Co., 62 W. 47th St., New York 356 
~~. 2: 


Midwest 
\ 


HELP WANTED 


EXCEPTIONAL OPPORTUNITY 
FOR RIGHT MAN. SEE OUR AD 
ON PAGE 110, BOX #7067. 


Experienced 
« ZEW - 
Colo. 


HOUSEY 
Denver, 


State 


MAN, 


qualifications. 
1545 Glenarm 8St., 


REPRESENTATIVE for established line 
of leather and nylon watch straps 
wanted for wholesale calls from Denver 
west. Address, “C, 7121," care of JC-K 


EXPERIENCED combination watchmaker 
& salesman. Salary & commission. In- 
quire, CENTRAL JEWELRY & FUR- 
NITURE STORE, Du Bois, Pa. 





MANUFACTURER of extensive ring line, 
14K cultured pearl and stones, seeking 
salesman with following for the South 
and upstate New York. Address, “E, 
7100.”’ care of JC-K. 





EXPERIENCED, top caliber men. 
Excellent opportunity to make top 
money with fast growing Florida 
chain. Write, MEL CUTLER, ECK- 
ERD DRUGS OF FLORIDA, 3665 
Gandy Blvd., Tampa 11, Fla. 





SALESMAN. Internationally famous 
quality watch line seeks represen- 
tative for South-East. Established 
territory. Excellent potential. All 
replies confidential. Write in detail 
to * head 7087," care of JC-K. 





SALESMAN, sallteg on manufactur- 
ers and repairers. Polishing sup- 
lies, tools and solders. Protected 
territories. No stock required. Sam- 
ples supplied. Commission. Ad- 
ares, hendl 7120,” care of sU- RK. 


WEST COAST REPRESENTATIVE 
with strong following wanted for 
manufacturers line of diamond 
rings. Interesting deal for large 
earnings available to right man. S. 
REIMAN & SONS, 64 W. 48th St., 
New York, N. Y. 

LEADING CULTURED PEARL firm has 
opening for aggressive experienced 
salesman with good retail following 
New England and New York State. 
Drawing against commission. Address, 
“I, 7115,” care of JC-K 


SALESMAN, EXPERIENCED. Nationally 
known manufacturer of complete line 
of diamond jewelry has open territory 
in Middlewest and South. Established 
accounts. Write full particulars to “F, 
7025,”" care of JC-K. 


SALESMEN WANTED who have fol- 
lowing among retail jewelers and 
discount houses. To sell profitable 
line of rings. Liberal draw against 
commission. Give details in first 
letter with photo. Address, “D, 
7109,” care of JC-K. 





MANAGER, $10,000 PLUS. E xpe- 
rienced for credit jewelry store in 
upper Midwest. Town of 35,000. 
Must be a good salesman. Top sal- 
ary, plus percentage, bonus and 
fringe benefits. Replies confidential. 
Address, “G, 6979,” care of JC-K. 


THE NATION’S OLDEST CUL- 
TURED PEARL SPECIALISTS 
are expanding their sales force. See 
DISPLAY AD ON PAGE. 111. 
FELCO CULTURED PEARLS, 
JACK J. FELSENFELD, Si 665 
Fifth Ave., New York 22, N 


JEWELRY SALESMAN to represent well 
known mfr. of 14K gold and platinum 
ladies’ and gents’ diamond mountings, 
watch attachments, pendants, etc. To 
cover established West Coast to West 
Texas territory. Draw against commis- 
sion. Address, “F, 6994,” care of JC-K. 


SALESMAN. 


Excellent opportunity for 
aggressive, promotionally minded ex- 
perienced salesman. Unusual diamond 
ring line from major Antwerp-New York 
diamond house. Write full resume, all 
correspondence strictly confidential. Ad- 
dress, “V, 7111,” care of JC-K. 


WATCHMAKER, who can size _ rings, 
estimate jobs and wait on customers. 
Not much experience needed. Prefer 
vyvoung family man from this general 
area to work in new guild store. BILL- 
MEIER JEWELERS, 417 E. Genesee 
Ave., Saginaw, Mich. 


SALESMEN with established terri- 
tory for the Midwest to carry a 
popular priced gold ring line and 
diamond line. Commission and 
drawing. State experience, terri- 
tory and references. SCHWARTZ 
JEWELRY CO., INC., 850 Elk St., 
Buffalo 10, N. Y. 








114 














ADMARK NEEDS 2 live wire ag- 
gressive salesmen that know how to 
sell the finest and largest line of 
scarabs and cameos, one for New 
England and New York State, one 
for New York City and vicinity. 
Write, ADMARK, 714 Sansom St., 
a 6, Pa. 


WE HAVE AN OPENING for man- 
ager who is a good top salesman in 
credit jewelry line in a midwestern 
town of 40,000 population. Starting 
salary is $12,000 per year, plus per- 
centages. Opportunities unlimited 
for supervisory at a later date. 
Address, “S, 7069,” care of JC-K. 


OFFICE MANAGER. COMPLETE 
CHARGE credit and collections. Su- 
pervise bookkeeping, billing, in- 
ventory and all other office proce- 
dures. Excellent future with long 








established progressive New York 


Address, “G, 


diamond ring firm 
7110,” care of JC-K. 


—_ 


SALESMAN FOR SOUTHWEST for Re- 
vere & Frank M. Whiting sterling 
hollowware line. Seeking man who will 
cover territory intensively calling on 
jewelers and dept. stores. Furnish de- 
tails as to experience, lines carried, etc. 
REVERE SILVER, 366 Fifth Ave., 
N. Y. City. 


SALESMAN FOR Ohio, Mich. & Ind. for 
fastest growing line of popular priced 
sterling hollowware. Seeking man cover- 
ing jewelers, dept. stores and whole- 
salers. We have many established cus- 
tomers. Furnish details as to resent 
lines, background, etc. CROWN SIL- 
VER, 48 Walker St., New York City. 


WATCHMAKER for high grade quality 
store. Must be able to do first class 
work. Position permanent. Progressive 
community, excellent climate. Please 
give age, photo, last 2 positions worked 
and salary desired. Position open im- 
mediately. Apply P. O. Box 1169, Tal- 
lahassee, Florida. 


RELIGIOUS JEWELRY salesmen to han- 
dle extensive nationally advertised line 
to retailers. Complete catalogue to en- 
hance additional sales. Several terri- 
tories still available. Commission basis. 
All replies will be held in strict con- 
fidence. Address, “ 7045,” eare of 


PRIVATE INDIVIDUAL interested 
in purchasing tiffany type jewelry 
store in the Midwest. Have cash 
and can do business immediately. 
[ am not a liquidator or a sales pro- 
moter and I am interested in a store 
that has good inventory and long 
term reputation. Address, “S, 
7070,” care of JC-K. 





SALESMEN WANTED. Write to us for 


details of an amazing plan of how you 
can build yourself up as a distributor 
and salesman for a well Known line of 
10K & 14K rings, pendants and ear- 
rings. Your earnings unlimited, in di- 
rect ratio to your capabilities. All ter- 
ritories open except the Pacific Coast. 
Address, “S, 7114,” care of JC-K. 





LEADING BOX MANUFACTURER 
needs ambitious, aggressive sales- 
man. Sell line exclusively or as side 
line to jewelers in Illinois, Wiscon- 
sin, Indiana, Michigan. Acquaint- 
ance retail jewelers desirable. Com- 
mission basis drawing account. Re- 
plies confidential. Address, “W, 
7101,” care of JC-K. 











DIAMOND RING SALESMEN, for 
Southeast. Also Ohio, Michigan 
area, wanted by leading New York 
diamond ring firm. Diamond bridal 
sets, dinner rings, Linde Stars, dia- 
mond watch attachments, etc. 
Drawing against commission. Send 
full details in first letter. Address, 
“S, 7107,” care of | K. 


DIAMOND RING SALESMEN wanted 
with fine retail following. Established 
accounts. Excellent line of complete 
diamond rings, wedding rings and dia- 
mond ring sets. Also hand engraved 
wedding rings. All territories open at 
present, $30,000 earnings possible to 
right man. Send complete resume, ali 
inquiries confidential. Address, “R, 
6741,” care of JC-K. 


SOUTHWEST TERRITORY open for rep- 
resentation of manufacturers unusual 
and high fashioned ring line. Ladies’ 
and gents’ 14K diamond, genuine stone, 
pearl, sets, wedding bands, mounted 
and unmounted to retail jewelers. Pre- 
fer man living in territory. Write full 
resume in first letter. All correspand- 
ence will be received in strictest con- 
fidence. Address, “D, 7088," care of 
JC-K, 


WATC HM AKERS AND DEPARTMENT 
MANAGERS. Openings in leased watch 
& jewelry repair departments in leading 
department stores throughout country. 
Old established company seeking only 
men interested in permanent positions. 
Excellent working conditions. Group 
health plans, profit sharing and pension 
plan. State age, experience. PEOPLE'S 
WATCH REPAIR CO., 245-23rd St., 
Toledo 2, Ohio 


WATCHMAKERS AND ESTIMATORS 
for repair departments in retail de- 
partment stores. National. organization 
connected with one of the largest re- 
tail department chains in the country. 
Employee discount, group hospitaliza- 
tion plan. Excellent future for person 
with pleasing personality and willing 
to assume responsibility. Positions open 
in the East, South, Midwest and South- 
west. Address, “CIRCULAR BOX 356,” 
360 N. Michigan Ave., Cc hicago, Ill. 


SALESMAN, EXPERIENCED with 
retail jewelry store following. Well 
established Western territory av ail- 
able. Substantial draw against com- 
mission. Excellent opportunity. Im- 
portant line of men’s and ladies’ 
gold, colored stones, cultured pearls 
and wedding rings. All replies con- 
fidential. Write in detail to MR. 
JAMES MARTELL, KIMBERLY 
GEM CO., INC., 62 W. 47th St. 
New York, N. Y. 





SALESMAN, YOUNG, AGGRES- 
SIVE, AMBITIOUS. Cover estab- 
lished Southeast territory. Repre- 
sent leading manufacturer of gold 
findings and mountings to manu- 
facturer, wholesaler, large chains. 
Exclusive line will bring 5 figure 
income to right man. Must locate 
in Atlanta. Give experience, quali- 
fications and references. Write, 
KARLAN & BLEICHER, 136 W. 
52nd St., New York 19, N. Y. 


—— 


WE ARE OFFERING an exceptional 
opportunity to aggressive and am- 
bitious salesmen who wish to carry 
a top quality nationally advertised 
watch line. The territories available 
are in the Midwest (Chicago, etc.) 
and Southeastern areas. Give com- 
plete resume of your background 
which will be held in strictest con- 
fidence. Write, RICHARD TRAU- 
NER, ZODIAC WATCH CO., 15 W. 
44th St., New York 36, N. Y. 
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SALESMAN WANTED by West’s 
largest manufacturer of low priced 
14K gold, cultured pearl and genu- 
ine precious stone jewelry. Prices 
start at $2.50 cost. This is a short, 
powerful fast selling line, with tre- 
mendous customer acceptance. Many 
active accounts throughout’ the 
country. Please state territory cov- 
ered and complete resume. All re- 
plies held confidential. Address, “G, 
7113,” care of JC-K. 


SALESMAN WANTED. Experi- 
enced man to introduce top quality 
stone ring line to jewelers in mid- 
dle and south Atlantic states. Fol- 
lowing among better retail dealers 
necessary. Experience in stone rings 
desirable but not mandatory. To 
work in conjunction with non-con- 
flicting side line of same quality 
and appeal. May we have resume 
and pertinent details with your re- 
ply please. HELM & HAHN CO., 
Hostetter Bldg.., sducnarntenicie 22, Pa. 


CREDIT JEWELRY STORE 
AGERS & SALESMEN. Large 
growing Eastern credit jewelry 
store chain, with stores in North- 
east and Florida, has openings for 
experienced jewelry store managers 
and salesmen. Excellent training 
program for salesman who aspire to 
managerial positions. If you are 
ambitious and desire to get ahead 
write S. W. RUDOLPH, RU- 
DOLPH’S DEPENDABLE JEWEL- 
ERS, 541 S. Clinton St., Syracuse, 
New York. 





MAN- 





TOP GRADE jewelry salesman for 
the Pacific Coast with following, ac- 
customed to high earnings, to sell 
our nationally fast moving 14K 
diamond mounted line of guaran- 
teed weight’ sets, bridal sets, 
watches, gents’ rings, emerald cut 
sets, etc. Many fine promotions. 
Commission basis. Send resume of 
experience and earnings to DAVID 
KARP CO., INC., 31 W. 47th St., 
New York 36, N. Y.; att.: DAVID 
KARP, PRES. All replies will be 
held in strict confidence. 





OUTSTANDING OPPORTUNITY 
FOR EXPERIENCED  SALES- 
MEN, calling on Retail Jewelers 
primarily, but also Dept. stores and 
gift stores. The fastest growing 
watch line in the popular priced 
field needs able men in selected ter- 
ritories. Exceptional commission 
and draw arrangements combined 
with advertising and sales promo- 
tion make this a specially profitable 
opportunity for the right men. Our 
salesmen know of this ad. Write in 
full confidence, giving details of 
background and experience. Ad- 
dress, “G, 7094,” care of JC-K. 





SALESPERSON, man or woman, major 
cities only, 100,000 population or over. 
Sell established, recognized line of un- 
beatable values. Six trays, neck chains, 
charm bracelets, pendants, crosses, etc. 
All goods beautifully packaged, to rated 
jewelers, gift stores, department stores. 
Protected repeats. If you wish to earn 
up to $50.00 a week or more, without 
travel expense, on 10% commission, in 
your spare time or as a city sideline, 
and you know how to sell write us 
today, in confidence. Line will be ready 
about January 20th. Cities and Met. 
areas only. No States. Address, “J, 
7123,” care of JC-K. 
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SALESMAN. TAKE OVER well es- 
tablished and lucrative following 
among best retail jewelers in Mid- 
west. We are well known and man- 
ufacture diversified line featuring 
unusual rings and ring sets, mount- 
ed and semi-mounted, in gold and 
platinum. Also watches, attach- 
ments, pendants and many other 
salable items. Must be well known 
to trade and preferably resident of 
territory. Liberal drawing against 
commissions. No objection to side 
line if non-conflicting. Real oppor- 
tunity if you qualify. Address, “S, 
7098,” care of JC-K. 


LUCIEN PICCARD WATCH CORP. 
ANNOUNCES THE FORMATION 
OF A NEW TERRITORY: OHIO, 
PENNA. CEXCLUDING PHILA.), 
W. VA., KY. Opportunity for es- 
tablished salesman, living in Ohio, 
with at least 5 years’ experience in 
this area, preferably with a watch 
line. Must have a following of fine 
jewelry stores. Full time job, no 
side lines to be carried. Please 
send resume and _ qualifications 
which will be held in strictest con- 
fidence. MR. SAM GROEDEL will 
now travel upstate New York and 
New England; and MR. ARMAND 
KORTA will travel the Phila., Bal- 
timore and Wash., D. C., areas. Ad- 
dress, LUCIEN PICCARD WATCH 
CORP., 550 Fifth Ave., New York 
a ae 2 


CAREER OPPORTUNITY for men 
30-45 with successful experience in 
jewelry field. Some of our sales 
representatives who have enjoyed 
years of successful selling with 
Keepsake are now getting ready to 
retire with full benefits from our 
outstanding profit-sharing fund. 
Therefore, America’s largest selling 
diamond ring line will have a few 
openings for career salesmen who 
have the desire and ability to earn 
larger incomes. These men will rep- 
resent a product of quality and in- 
tegrity, pre-sold by the largest ad- 
vertising program in the diamond 
ring field. Every sales aid and sup- 
port will be given to the men se- 
lected, along with many fringe 
benefits. Communicate in strictest 
confidence with SALES DEPART- 
MENT, A. H. POND CO., 120 E. 
Washington St., Syracuse 2, N. Y. 





FOR SALE 
Stores, Stocks and Businesses 


MODERN, QUALITY Jewelry store. 100% 
location in most successful shopping 
center in Virginia. Excellent opportu- 
nity, bargain priced. Terms arranged. 
Address, “C, 7118,” care of JC-K. 








FLORIDA GOLD COAST. Established 
credit & cash. A-1 location. Unlimited 
opportunities for promotional minded 
operator. Retiring. Address, P. O. Box 
1015, Miami 1, Fla. 





CREDIT JEWELRY available January 
ist, with or without inventory. Excel- 
lent business. Corner. Modern, air- 
conditioned. Telephone at once, MEL- 
ROSE TAPPAN, Gainesville, Texas. 


SMALL JEWELRY STORE. 














Established 
30 years. Large repair and diamond 
business, $40,000 gross, $17,500 one half 
down. Balance financed. Low overhead, 
good location. Address, ‘‘L, 7092," care 
of JC-K 





FIFTH AVENUE, 366. Fully equip- 
ped air conditioned showroom and 
office. Ideal for silverware, jewelry, 
leather goods, gifts, etc. Approx. 
700 sq. ft. Telephone LO 4-1424. 
Or write “Box 668,” care of JC-K. 





BEST LOCATION main street. Reduc- 
ing inventory for good buy, now about 
$5500. Keepsake franchise. No charge 
for cases or safe. Wife’s health forces 
move. LEVINSON’S JEWELRY, 13 N 
Brady St., DuBois, Pa. 


HIGH GRADE Jewelry Store in success- 
ful shopping center in southern Conn., 
$100,000 volume with greater potential! 
Established 6 years, all top lines, all 
clean stock. Great repair volume. 
Owner has other interest. Price $25,000 
Take over now or January 1, 1962. Ad- 
dress, ““W, 7119,” care of JC-K 


JBWELRY STORE & INCOME PROP- 
ERTY. Southern Calif. Ideal for watch- 
maker & wife. Modern and clean 
jewelry store. Good retail jewelry and 
watch repair business. On same lot as 
office building plus 3 bedroom house 
and 2 bedroom house. Excellent condi- 
tion and location. Illness makes quick 
sale imperative. Price for all $29,000 
Address, “S, 7117,” care of JC-K. 


JEWELRY STORE in Durham, N. C. 
100% corner location. Credit op- 
eration. Sale now in progress to 
reduce inventory. Available after 
Christmas for $17,500 more or less. 
Reasonable rent. This has always 
been a terrific little money maker. 
Annual volume has averaged well 
over $80,000 for past 20 years. 
HOPPER’S, 217 W. Main, Durham, 
| + 





LONG ESTABLISHED credit store 
in central lowa town of 25,000 pop- 
ulation. Available soon, with or 
without inventory and with or with- 
out accounts receivable. This is a 
good opportunity to get established 
in business and will require a mini- 
mum of capital. This is in a town 
that has an additional drawing area 
of about 50,000 people Some terms 
available. Address, “S, 7071,” care 
of JC-K. 


FOR SALE 
Tools, Equipment 


JEWELRY & GIFTS, with many fran- 
chises in china, glass and all sterling 
lines. Established for 27 years. In 
heart of Michigan’s winter and summer 
vacation land. Ill health RANGE 
JEWELERS, Ironwood, Michigan. 





JEWELRY STORE. Established in same 
location 15 years. No inventory or ac- 
counts receivable to buy. Modern fix- 
tures including air conditioner, watch 
master, cleaning machine, office fixtures, 
Window trims, mailing list of over 
10,000. Lease available. Contact SEY- 
MOUR JEWELERS, 34 S. Fountain 
Ave., Springfield, Ohio. 
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"BUSINESS OPPORTUNITIES 


OPPORTUNITY. Looking for man pres- 
ently engaged in key sales position 
large diamond ring manufacturing firm. 
(offer includes share in business. Ad- 
dress, “V, 7112,” care of JC-K. 


ARE YOU PLANNING to sell or liquidate 
vour store’ We will buy or work with 
you on a profitable basis to you. 20 
vears’ experience. Call or write, WOOD 
& SONS, 29 E. Madison, Chicago, IIL 


CONSULT M Y. FINKLEMAN, 29 E 
Madison, Chicago Since 1923 highest 
cash prices paid for diamonds and all 
other jewelry Call collect, 
Dkarborn 2-340 | References, your 
bank 


STOCKS 


WILSON SALES SYSTEM, 106 Thornton 
st... Albany, N. Y. Promotional liquida- 
tion estate sales. Specialists since 1919 
(over 2000 jewelers have used our serv- 

Buy stores for cash Write, wire 

ALbany, HObart 5-1103. 


ce 


or tele phone, 


BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C., over 35 years’ successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad, page 98. 


COMPLETE gold & costume jewelry find- 
ings and stones for going trade shop 
or jewelry repair department. Perfectly 
inventoried and in good order at 1/3 
off factory price to one buyer. 1000 
different findings and stones. Owner 
has other interests. ENGRAVING 
SERVICE CO., Canton 4, Ohio 


PROGRESSIVE COMPANY. Excel- 
lent reputation. Owner nearing re- 
tirement. Manufacturer of revolu- 
tionary line of ladies’ and gents’ 
stone rings and pendants. Pat- 
ented idea. National distribution. 
Over 1500 retail accounts. Seeking 
partner, merger, proposition or out- 
right sale. Address, “670,” care of 
JC-K. 


JEWELERS SALES SERVICE, the 
oldest in the West. AUCTION - 
ACTION. Flat or promotional. 
Twenty-five years’ sales experience. 
Your reputation protected. New in- 
ventory on memo. We pay cash for 
Stores or stocks. PHONE, WIRE, 
WRITE. JEWELERS SALES 
SERVICE, 512% S. Main St., Los 
Angeles 13, Calif. MAdison 6-0828 
—WeEbster 1-9521. 

MARTY MILES SALES, INC. Guar- 
antees quick action-cash profits. 
Our service costs you nothing. 
Testimonial letters from hundreds 
of jewelers prove the cost of each 
Sale is turned into a profit by ter- 
rific extra volume of sales profit- 
wise our efforts produce for you. 
Every sale is carefully analyzed, 
planned in advance and is under con- 
stant supervision of our extensive 
staff. You can afford the best. 
WRITE, WIRE, PHONE, MARTY 
MILES SALES, 7740 S. W. 29th, 
Miami, Floride. 


DEALER LIQUIDATION SERVICE. 
The West Coast’s largest special- 
ists in AUCTION-ACTION-PRO- 
MOTION AL-CLOSEOUT-RETIRE- 
MENT SALES Cash buyers of en- 
tire inventories and estates. For in- 
formation at absolutely no obliga- 
tion, PHONE-WIRE-WRITE to 
DEALERS LIQUIDATION SERV- 
ICE, 742 N. Highland, Los Angeles 
38, Calif. OLdfield 6-2839. 
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DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU NEED 
CASH? We will pay cash or con- 
duct a flat or supervised auction 
sale. We have conducted over 1000 
sales in the past 10 years alone. 
Do not accept less than 100¢ on 
the dollar for your inventory, ac- 
counts or fixtures. WRITE .. . 
WIRE ... CALL COLLECT... 
We will come to see you in your 
store at our expense. You are un- 
der no obligation. SILVERMAN 
SALES ENTERPRISES, 580 Fifth 
Ave., New York, N. Y. Tel. PLaza 
7-4693. 


ANTED TO PURCHASE 


WE WANT TO PURCHASE a Rexcino 
engraving block or any good parts from 
same. Please write P. A. FREEMAN, 
INC., 911 Hamilton St., Allentown, Pa. 


NEW HERMES ENGRAVING MA- 
CHINES, Master copy type and 
equipment. Give complete details. 
Will pay cash. Must be priced 
right. RUDY THROM, 812 Olive 
St., St. Louis, Mo. 


PLATINUM SCRAP WANTED; $3.00 per 
dwt.: ISK gold, $1.22 per dwt.; 14k, 
G5¢: 10K, 68¢é: silver, 65¢ per oz. 
Bonus prices for gold filled. Ship as is, 
we'll segregate. . E. SIMMONS RE- 
FINING CO., 440 N. Orleans St., Chi- 
cago 10, II1. 


OLD GOLD & JEWELRY WANTED. 
Cash immediately for surplus_ stock, 
odd lot items. We also pay highest 
prices for gold, silver and platinum 
scrap, gold coins, diamonds, gold filled, 
etc. For full particlars write, WIL- 
MOT'’S, 1067 AD, Bridge, Grand Rapids 
4, Mich. 





WANT TO BUY established quality 
jewelry store, realistically priced. 
Prefer Southeastern states. Please 
state approximate inventory and 
lowest price for spot cash. Address, 
CHARLES SHANE, JR., 9102 W. 
Bay Harbor Drive, Miami Beach 54, 
Florida. 





GORDON JEWELRY CORP. WILL 
BUY ESTABLISHED JEWELRY 
STORES OR CHAINS .. . for cash, 
or terms. We are interested in buy- 
ing one or more jewelry stores or 
chains — GUILD TYPE OR IN- 
STALLMENT TYPE. If you are 
planning to sell, call or write A. S. 
GORDON, GORDON JEWELRY 
CORPORATION, 600 Stewart Bidg., 
Houston 2, Texas. Phone CApitol 
2-2345. All replies held in strict 
confidence. 





ARE YOU PLANNING TO GO OUT 
OF BUSINESS? You owe it to 
yourself to consult (without obli- 
gation) America’s oldest, largest 
and most reliable service in cash 
buying and _ liquidating jewelry 
stores and stocks. Write for our 
free booklet, “Dollars and Sense 
Facts About Selling a Jewelry 
Store.” (See our PAGE advertise- 
ment). GORDON BROTHERS, 38 
Bromfield St., Boston, Mass. HAn- 
cock 6-3233. 




















NEED CASH? READ THIS. Reason 
why I pay up to 25% more than 
others for diamonds, watches or 
anything around store—I have a re- 
tail store and manufacturing shop. 
Will give much more than scrap 
gold price for old mountings, etc. 
Check mailed same day. If not sat- 
isfactory, will return insured, pre- 
paid. Get my offer first. One of 
the oldest established stores of its 
kind. References: Jewelers Board 
of Trade or your bank. BROMLEY, 
35 Fifth St., North (Bromley Bldg.), 
St. Petersburg, Florida. 


WATCH WORK, etc., 
for the TRADE ~ 


MIDWEST’S FINEST TRADE SHOP. 
Watch repairs to the trade, 5 days serv- 
ice. Low prices, one full year guar- 
antee. STUDIO WATCH REPAIR 
SERVICE, 20 E. Delaware Place, Chi- 

cago 11, Il. 


GUARANTEED WATCH REPAIR to the 
trade. Cleaning and overhauling, $2.00. 
Cleaning and balance staff or main- 

ing, $2.50. Only staff or mainspring, 
$1.50. J. HARY, WATCH SERVICE, 
1680 Third Ave., New York, N. Y. 


RELIABLE TRADE watch repairing. Ex- 
cellent service. Electronically timed, 
cases polished. Work guaranteed. Rea- 
sonable prices. All watches insured. J. 
CAPARO, 1018 felvoir Rd., Norris- 
town, Pa. 


BOSTON. MASS. Expert and guaranteed 
watch repairing. Watchmaster tested. 
Prompt service. Prices on request. 
Mail orders invited DAVID MIGDAL 
& CO. 109-B Summer St. Telephone 
HU 9.49547. 


WEST COAST, finest watch repair 
shop for the trade, 3 to 5 days’ 
service. Low prices, one-year guar- 
antee. Watchmaker tested. Com- 
plicated watches a_ specialty. 
SCHIERER & SYDOW, 6812 Pacific 
Blvd., Huntington Park, Cal. 


SPECIAL ORDER WORK AND 
REPAIRS FOR THE TRADE 


JEWELRY REPAIRING. New mount- 
ings furnished. Diamond setting. HAR- 
OLD JACOBSON, 29 E. Malison SBt., 
Chicago 2, Ill. 


ENCRUSTERS. Stone and gold seal en- 
gravers. Drilling. Precious, semi- 
precious stones. HARRY BRAUNFELD, 
encrusting over a quarter century, 71 
Nassau St., New York 38, N. Y 


FUNCTIONAL DIAL REFINISH- 
ING, 30¢, wrist watches only. No 
luminous or brand name. Sharp 
printed pattern on new white, black 
or colored face. Send prepaid with 
stamped _ self-addressed envelope. 
NEWDIAL, 331 Orchard St., Elgin, 
Ill. 





MISCELLANEOUS 


PRINTING: Memorandum books, contract 
forms, shipping, order, sales, purchase 
books & forms, snap-a-part carbon sets, 
register forms, _ ete. Free catalog 
printed business forms. BOX 502, 
Great Neck, New York. 
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EDUTTOR LAL 


1962: A GREAT YEAR FOR GIFTS 


A school of economists which calls itself “conserva- 
tively optimistic” for 1962 advises retail merchants 
against expecting a “super boom” during the com- 
ing year. 

These forecasters have several reasons for their 
restrained bullishness. One is the fact that, al- 
though there will be more young people than ever 
before, these young people earn an average of only 
$60 a week and therefore will be disappointing cus- 
tomers for most merchandise. 

% * 

Jewelers, fortunately, are one of the few classes 
of retail merchants to whom the young people’s 
low purchasing power presents no problem. Let 
other merchants complain that the 18- to 24-year- 
olds have to buy stripped-down washing machines, 
second-hand Volkswagens and the like. 

To jewelers, these young people are the expand- 
ing wedding market. They will find the money to 
buy engagement rings and wedding rings (the De 
Beers surveys prove that) and they will be receiv- 
ers, not buyers, of wedding presents. 

Jewelers can be thankful during 1962 for the 
great numbers of young people whose marriages 
will create additional demand for jewelry store 
merchandise. 

Speaking of gifts, the Chicago Printed String 
Company recently studied the dimensions of the 
gift market. Americans buy a stupendous number 
of gifts each year, not only for weddings and 
Christmas but for other occasions throughout the 
year. 

This is Chicago Printed String Company’s esti- 


mate of how the buying of nearly three billion 
gifts is distributed. 


Christmas gifts 1,500,000,000 
Birthday gifts 545,000,000 
Father’s Day gifts 101,000,000 
Mother’s Day gifts 95,000,000 
Baby gifts 94,000,000 
Wedding gifts 76,000,000 
Wedding anniversary gifts .... 69,000,000 
Bridal shower gifts 62,000,000 
Valentine’s Day gifts 54,000,000 
Easter gifts 54,000,000 
Other gifts 246,000,000 


This, the nation’s gift shopping list, is an excel- 
lent reminder for us to keep before our eyes as we 
prepare for ’62. 

In our advertising, our window displays and our 
conversations with customers let us never forget 
our role as gift merchants, not only for weddings 
but also for the myriad birthdays and other gift- 
giving, gift-selling occasions that open out in front 
of us during every week. 

During ’62, let’s capitalize fully upon the oppor- 
tunities which the expanding wedding market will 
present and upon our fortunate role as the gift head- 
quarters for the nation. 


luiltdd Wthitel 


EDITOR 
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SPECIAL MADE-TO-ORDER SALE 


On These All-Time Favorite Patterus 
COMMUNITY ..... the finest Silverplate 


© LADY HAMILTON ¢ CORONATION 


Li 











® EVENING SIAR e WHIT! 





Famous and most treasured Community Silverplate patterns, now out of stock, will be available again 
for a very limited time. This is a wonderful opportunity for you to boost sales without investing one 
single cent in inventory. Women who own sets in any of these eight all-time favorite patterns will 
be anxious to replace missing pieces and add to present services. Just tie your local advertising in 
with this sale and all you have to do is take orders. Final orders must be received by February 28th, 
and delivery will begin in mid-June. Watch your mail for complete sales kit. 
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QS oNEIDA SILVERSMITHS 


Trademark of Oneida Ltd... Oneida. N. Y. 
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